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SPECIAL SUMMER RATES 


For the months of May, June, July and August 
the WOMAN’S NATIONAL DAILY 
will sell Advertisers 














OVER 600,000 COPIES — MAIL ORDER 
CIRCULATION FOR ONLY $1.00 A LINE 








HHIS is a 33% per cent discount from the established rate and 
the most liberal offer you can find anywhere for Mail Order 
circulation. Our present daily average output is 200,000 
copies and by giving advertisers three insertions for $1.00 per 
line, they receive 600,000 copies altogether. And please re- 

member—we PROVE this quantity. Don’t think that reduced rates 
means reduced circulation. This is not the case with the WOMAN’S 
NATIONAL DAILY. | On the contrary, our average circulation has 
already reached 200,000 copies per issue and new subscriptions are 
coming in at the rate of 1,000a day. The circulation is constantly 
increasing. 

The WOMAN'S NATIONAL DAILY is not sold through news- 
boys or hews stands. Every copy is distributed direct by mail and 
reaches a home in the smaller towns and rural districts, In other 
words, it is the only daily newspaper in the world with a mail order 
circulation—responsive circulation—and you cannot find a better ad- 
vertising medium anywhere for reaching those in the smaller towns 
and rural districts, Three. out of evéry four advertisers who have 
tried out the WOMAN’S NATIONAL DAILY have come back 
with renewal orders. 

Write for a few samples of the big batch of unsolicited testimonials 
which we have received. 

Please understand that for $1.00 a line you receive three inser- 
tions, which means a total circulation of “ over ’’ 600,000 copies. 


Please Address: Advertising Department, 


THE WOMAN’S NATIONAL DAILY 


Chi Office : New York Office : 
1703 it Natt Bank Bldg. ST. LOUIS, MO. 1700 Fiat tron Bidg. 
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THE ROLL OF 
HONOR 


is a department among the advertising 
pages of Printers’ Inx in which every 
paper is entitled to appear which has 
submitted a detailed statement to 
Rowell’s American Newspaper Direc- 
tory of the number of complete and 
perfect copies issued for the period of 
an entire year preceding the date of 
such statement. No paper which has 
not submitted such a statement, cover- 
ing the period of one entire year, can 
secure a place upon the Roll of Honor 
for either Love or Money. 


PRINTER’S INK is the ove journal that can give such a department the 
integrity which makes it valuable to advertisers and the publicity which will 
produce results for publishers appearing therein. A rating in the Roll of 
Honor practically fixes the circulation of a paper beyond dispute. The 
establishment of such a method, capable of being kept all the time up-to-date, 
marks an era almost as important in scientific advertising as was the estab- 
lishment, in 1869, of Rowell’s American Newspaper Directory. The Roll of 
Honor is the only organized weekly service in existence anywhere through 
which the honest and progressive publisher, entitled to membership, can 
bring before the advertisers of the United States his increase of circulation 
for a week, a month or a quarter just past. It is a satisfactory guarantee of 
the publisher’s truthfulness and good faith. In reports of this kind every 
prominent advertiser is vitally interested. The Roll of Honor is a unique 
and choice service for choice mediums. It is the only authoritative source 
of such information to be had at any price, and the expense of it is mercly 
nominal. 

Roll of Honor advertising costs 20 cents a line, or $20.80 for a two-line 
advertisement for one year. If cash in advance for one year accompanies 
this order, a discount of 10 per cent may be deducted. 

For further information, if desired, address, 


Tue Printers’ Ink Pustisurinec Co., 
No. 10 SprucE St., New York. 
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VoL. LIX. 


HOW THE ADS GET INTO 
THE MAGAZINE 
DESCRIPTION OF A TYPICAL MAGA~ 
ZINE SOLICITING FORCE — IM- 
MENSE TERRITORY COVERED BY 
CANVASSERS AND BRANCH OFFICES 
—HOW PROSPECTS ARE UNCOV- 
ERED THROUGH OTHER PUBLICA- 
TIONS—HOW PLANS ARE LAID TO 
APPROACH THEM—LIKE A NEWS- 

GATHERING ORGANIZATION, 


How do all the advertisements 
get into the back section of a 
leading popular magazine? 

The newspaper publisher, sit- 
ting in his office far from New 
that they 
automatic- 
ally, in some mysterious way, 
and that the magazine publisher 
only has to insert them as_ they 
arrive, on order of deluded ad- 
vertisers who ought to be using 
newspapers instead. He goes 
over, mentally, the work of his 
own solicitors for the day, even 
to the man on salary who runs 
around and_ hustles classified 
liners, and wishes he had a publi- 
cation that would attract business 
as the magazines do. He knows 
that most monthly and weekly 
publications have an advertising 
manager, and a Chicago office, 
and a few solicitors. But unless 
he has come into close contact 
with a modern magazine organ- 
ization, he seldom has any idea 
how large it is, or how hard it 
works, or what an immense 
amount of territory and activity 
it covers. 

The ads get into the magazines 
exactly as they get into newspa- 
pers—that is, they are systematic- 
ally dragged in by men who go 
out after them, and the thing that 
counts most in this particular 


York, probably feels 
flock there themselves, 


NEW YORK, 


May I, 1907. No. 5 


field is intelligent, tireless “leg- 
work.” 

One of the largest and most 
aggressive magazine’ organiza- 
tions in the United States to-day 
is that which takes care of the 
advertising for the Munsey publi- 
cations. As it has been formed 
largely within the past two years, 
and is. building up new business 
for a half-dozen monthly periodi- 
cals that have heretofore carried 
little advertising, it is also one of 
the most modern. A description 
of how the Munsey organization 
works may be interesting to a 
good many readers of the Little 
Schoolmaster who have never 
come into contact with the busi- 
ness end of such a plant’at close 
range. 

The Munsey advertising organ- 
ization comprises thirty-five or 
forty solicitors, with several de- 
partment heads, and has a main 
office in New York, branch offices 
in Chicago and Boston, and cov- 
ers practically all territory be- 
tween the Atlantic Ocean, the 
Mississippi River and the Ohio. 

It operates not unlike a com- 
prehensive news-gathering staff. 

Every morning at the New 
York office a conference is held 
for the discussion of new pros- 
pective advertisers. All members 
of the staff are constantly on the 
lookout for these, and their ef- 
forts are backed up by a system 
for clipping advertisements from 
newspapers, trade journals, other 
magazines, etc. 

A sixth sense seems to be most 
useful in finding new _ prospects. 
In a territory covering fifteen 
States, and containing more than 
half the entire manufacturing in- 
dustries of the United States, it is 
obvious that no formal system 
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would keep track of all the 
changes of policy, increases of 
capital, introductions of new 
goods and devices, etc., 
fresh advertising business to be 
sought and secured. The field is 
changing daily, almost hourly. 
The point at which a manufactur- 
er changes from a non-advertis- 
ing basis to one where publicity 
is to be used may be only a men- 
tal resolution buried in his own 
consciousness. Some of the ripest 
candidates for advertising propa- 
ganda are manufacturers who 
haven’t even made such a resolu- 
tion. So the solicitors and ad- 
vertising managers rely to a re- 
markable extent on good sense, 
intuition, or whatever it may be 
that brings to their attention the 
business concern that is ready to 
spend money for advertising, or 
ought to be ready. Forty solicit- 
ors moving about in such a 
spread of territory naturally un- 
earth many prospects. Most so- 
licitors have homes and _ social 
connections, friends and inform- 
ants. These also bring a consid- 
erable number of prospects to 
their attention. Trade journals 
are a live source of information 
as to the activity of manufactur- 
ing concerns, for often the first 
experimental advertising of a 
business house appears in an- 
nouncements to the trade. The 
soliciting organization watches 
these for intelligence of manufac- 
turers who have a general adver- 
tising proposition. Daily papers 
from all parts of the country 
bring to light other prospects— 
concerns operating locally who 
may be interested in wider adver- 
tising or a mail-order annex. 
Rival magazines are _ searched, 
clipped to pieces, the ads sorted 
and analyzed, and all desirable 
business not appearing in the 
Munsey publications set aside for 
action. 

With a mass of material gath- 
ered in this way, and also with 
suggestions and tips that have 
come through other channels, the 
staff at the home office holds its 
daily session to discuss ways and 
means of soliciting each prospect 
to the best advantage. Concerns 
that seem to offer the best chances 


that mean, 


are winnowed from the mass, and 
then follows talk of how pros. 
pects can be approached, and who 
is the best man to take up each 
case. One solicitor hears vaguely 
of a manufacturer in a certain in- 
dustry who is said to be contem- 
plating a magazine campaign. 
Another solicitor knows more of 
the conditions, customs and pre- 
judices in that industry. A third 
knows the manufacturer himself, 
and may be able to tell what kind 
of man he is, what are his meth- 
ods of thinking, how he ought to 
be approached, who is the best 
solicitor to put on the assign- 
ment, etc. 

Assignments of prospects to 
solicitors is a very important de- 
tail, The whole purpose of these 
discussicns is to enable the or- 
ganization to start properly in 
going after each bit, of new busi- 
ness. Solicitors differ in tem- 
perament, their methods of work- 
ing, and the arguments they bring 
to bear on a given proposition, 
One will be breezy and enthus- 
iastic; he will pick out two pros- 
pects in Syracuse, and camp on 
their trails until he gets an in- 
terview; good nature counts more 
than logic in this work. Another 
relies on a close study of the 
manufacturer’s proposition before- 
hand, and goes to his prospect 
primed with sound business argu- 
ments. Some win by good talk. 
Others are indifferent talkers, yet 
have definite qualities by which 
they convince. An organization 
embracing a dozen or more men 
is likely to have six or eight dif- 
ferent types of solicitors, and 
these are carefully assigned to 
prospects in keeping with their 
individual abilities. In the daily 
conferences, too, it is often 
possible to devise a formal ap- 
proach to a prospect through 
acquaintances, letters, telephone 
messages sent by mutual friends, 
etc. As a rule, the staff aims to 
pave the way for the solicitor, 
and in many instances half the 
work of soliciting is done before 
the solicitor himself sets out. 

The New York office covers 
New York City, New York State, 
parts of Connecticut and Massa- 
chusetts, and the States of Penn- 


an 
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sylvania and New Jersey. No 
office is maintained in Philadel- 
phia, but solicitors go to that city 
from New York, and also make 
occasional trips to Baltimore and 
Washington. 

Prospects lying outside this terri- 
tory are referred to either the 
Boston or Chicago branches. The 
Boston office covers New Eng- 
land, and the Chicago office Ohio, 
Indiana, Illinois, Wisconsin and 
Michigan, also making trips fur- 
ther West or South on occasions. 

The Boston and Chicago offices, 
in turn, refer prospects to the 
New York staff, and with a sys- 
tem for keeping the same men as 
much as possible in regular terri- 
tory, with which they become ac- 
quainted, the number of new 
prospects brought to light is large. 
Special classes of business are 
also assigned to men who cover 
them regularly, as classified, a 
new kind of magazine patronage 
which it put in charge of solicit- 
ors who attend to that alone. 
The Munsey magazines are di- 
vided into three groups, each 
supervised by its own advertising 
manager. Munscy’s of itself con- 
stitutes one division. Another is 
the Argosy combination, compris- 
ing the Argosy, All-Story Maga- 
sine, Railroad Man’s Magazine 
and Ocean. The third takes in 
Woman and the Scrap Book. 

Each month brings its special 
lines of advertising to be taken 
care of, as educational, hotel and 
resort, holiday mail order, spring 
and fall clothing, automobile, 
furnace and heating, etc. Solicit- 
ors start several months ahead 
of the appearance of this adver- 
tising, so that while the poet is 
working on his spring poems 
along in drear October, the - solic- 
itors are planning to fill as many 
pages as possible with spring ad- 
vertisements of shirt waists and 
straw hats. 

The clipping department reads 
very widely, and cuts out adver- 
tisements in duplicate and some- 
times triplicate, assigning  clip- 
pines to the magazines for which 
the advertising is best fitted. Ef- 
fortis have been made, from time 
to time, to obtain service of this 
character from regular clipping 
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but without good re- 
The work calls for a high 
degree of intelligence, and a- 
knowledge of what is a good 
prospect and what is old or not 
worth following up. 

In soliciting, the staff pays a 
great deal of attention to future 
advertisers as well as to pros- 
pects who can be canvassed for 
immediate business. When anew 
advertiser appears in competing 
magazines he is usually in posi- 
tion to extend his list of me- 
diums, and may usually be count- 
ed an immediate prospect. When 
he first comes into notice as an 
advertiser in newspapers, how- 
ever, and perhaps in only the 
dailies of his own city, he may 
not be ready to profit by national 
magazine publicity. If he has a 
mail-order department, the maga- 
zines might help him. But if he 
sells through retailers, and is able 
to distribute his goods over but a 
small territory, he must be 
nursed, and guided, and helped 
to enter new territory as fast as 
his facilities permit. It may be 
years before he has_ covered 
enough centers over the whole 
country to begin magazine public- 
ity. That a magazine soliciting 
organization to-day can get in 
touch early with such an adver- 
tiser, and help him build his busi- 
hess up to the stage where he 
may become a magazine patron, 
shows how thorough, patient and 
far-reaching are the publishers’ 
methods. In the case of this par- 
ticular organization no advertiser 
is permitted to enter its publica- 
tions unless his distribution is 
such that he will be successful. 
If an extension of his daily news- 
paper campaign is advisable, the 
solicitors help him extend it. In 
time, it is reasoned, he will be 
ready to graduate into national 
mediums, and then a_ publishing 
house with seven separate peri- 
odicals, each going to a different 
class of readers, is certain to get 
its share of such an advertiser’s 
business. 

Solicitors work partly on sal- 
ary, but their earnings are gov- 
erned by the amount of business 


bureaus, 
sults. 


each man secures, and range 
from $3,000 to $10,000 a year. 
INK. a 
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The $10,000 men are probably more 
often spoken of in this field than 
those who earn $3,000 to $5,000, 
and there seems to be a wide- 
spread belief that, $10,000 is about 
what every advertising solicitor 
ought to be paid. As a matter of 
fact, however, $10,000 solicitors 
are very scarce, and not even all 
the solicitors actually engaged in 
this work know what such a 
canvasser looks like. But there is 
a demand for men who can ren- 
der service worth that much. 
The Munsey organization gives 
a very good idea of how the sol- 
iciting staff and advertising de- 
partment of other magazines is 
made up. It is said to be the 
largest in New York. Other pub- 
lishers have a dozen to twenty 
solicitors, and where only one 
magazine is issued the advertis- 
ing work may be taken care of by 
three or four men. A _ general 
survey of magazine organizations 
would lead to the conclusion that, 
when publications are new, about 
twice to three times as many sol- 
icitors are needed to take care of 
their advertising departments as 


with old publications, for the lat- 


ter, by long establishment, be- 


come recognized mediums with 
hundreds of advertisers, and a 
surprisingly large proportion of 
patronage drifts to them with 
little work, at a low soliciting 
cost, or is secured by mailing out 
notices and announcements each 
month to groups of advertisers 
who use magazine space during 
certain months each year. 


GETTING LOCAL AGENTS. 

There are four ways which may be 
depended upon to secure a line of 
agents for a mail-order agency propo- 
sition without the danger of waste or 
failure. One is by advertising in the 
want columns of daily papers. This 
produces a large number of inquiries, 
many of which are comparatively 
worthless. For some classes of propo- 
sitions, however, this is the best meth- 
od. Another is by advertising in those 
class publications which reach agents, 
street men, canvassers, hustlers, mail- 
order dealers, schemers, and others of 
this class. The advertisements in such 
papers do not bring such a generous 
number of replies, but in the main the 
inquiries thus produced are of a better 
yality than those produced by the 
dailies. Another plan which may be 
used effectively sometimes is circulariz- 
ing lists of names of those known to be 
interested in agency work. Unless this 


plan is intelligently handled it is likely 
to prove very expensive and wasteful, 
If names can be procured from reli:ble 
sources, however, and_ the literature 
sent out is of good quality, well writen 
and nicely printed, a good list of 
agents can sometimes be secured. ‘The 
fourth method is by advertising in the 
regular mail-order monthlies and week- 
lies, depending upon their tremendous 
circulation to reach in the aggrevate 
enough interested people to develop a 
satisfactory number of inquiries. The 
last named method is perhaps the most 
generally used for ordinary  proposi- 
tions and therefore it must be conclud- 
ed that it is the best plan. It requires 
a considerapie outlay in many cases to 
do enough of this kind of advertising 
to build up a list of names of any 
consequence.—Advertising. 
++ 
NOSMELLE LIKEHELLE. 
New York, April 13, 1907. 

Editor of Printers’ INK: 

It has been running in the Subway 
—so they had to keep it dark—but the 
secret 1s out: ‘‘Nosmelle Sanitary 
Powder” is to be “Shaken on Garbage.” 
For months we’ve been wondering what 
part of the Chinaman got the “No- 
smelle Powder.” But the car card now 
says: “Just shake it out. Try it once 
on garbage and see if it don't kill 
that smell.” 

Save your garbage and buy “No- 
smelle,” and forget that first impression 
that the powder was exclusively for 
perspiring Chinamen. Yours truly, 

fiR. HH. 


MILLIONS LOST 


GET-RICH-QUICK 
SCHEMES 


THE Cuicaco REcorp- 
HERALD refuses to print 
many pages of “Get-Rich- 
Quick” advertising which 
some of its contemporaries 
publish. 











March 1907 Circulation 


Daily Average - - 151,526 
Sunday Average - - 216,470 


CHICAGO 
RECORD-HERALD 
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COPY THAT GETS THERE. 
HOW THE UNITED DRUG COMPANY, 
MANUFACTURERS OF REXALL 
REMEDIES, BUILT UP AN _ EX- 
TENSIVE BUSINESS WHILE THE 
WAR ON PATENT MEDICINES WAS 
AT ITS HEIGHT—EMPLOYS NO 
SECRET FORMULAS, 


The fierce war waged by news- 
papers against patent medicines, 
during the last two years, has 
had a serious effect upon the en- 
tire proprietary medicine busi- 
ness. It has cut down the sales 
of some of the most popular 
preparations from fifty to seven- 
ty-hve per cent, and has driven 
others out oft the market. The 
number of concerns whose books 
showed a profit for the twelve 
months ending Dec. 31, 1906, 
didn’t probably exceed torty per 
cent of the entire list. 

Attacks made upon the quality 
or purity of medicines. or food 
products invariably reduce their 
sales, as the public ts quick to be.. 
come suspicious and withdraw its 
patronage. 

One of the very few concerns 
whose business did not decrease 
but actually improved under the 
hot fire directed against propriec- 
tary medicines, was the United 
Drug Company, of Boston, manu- 
facturers of the “Rexall” reme- 
dies. This company was organ- 
ied four years ago by Louis K. 
Liggett, its present president, all 
the stockholders being retail 
druggists who act as sole agents 
for distributing its products. 

At that time efforts were being 
made to secure the passage of a 
law compelling manufacturers to 
print the formulas of their prep- 
arations on the wrappers or bot- 
tles containing them, in order that 
people might know exactly what 
they were buying. 

Unfortunately, however, these 
attenpts came to naught, chiefly 
because of the organized opposi- 
tion of the patent medicine mag- 
nates who claimed, no doubt with 
truth, that if the law was enacted 
their business would be ruined. 
They pointed out the fact that 
should they print their formulas, 
whicli were the most valuable as- 


sets they possessed, anyone could 
use them, 

Although 
there were 
the victory 
turers was 


the bill was defeated 
men who believed that 
won by the manufac- 
only temporary, and 
that public opinion would in the 
near future insist on the enact- 
ment of a similar law. 

The founders of the United Drug 
Company adopted the hitherto 
unheard of plan of offering to 
furnish the formula of any of the 
Rexall remedies to any person 
who desired it. Every druggist 
who handles the company's prep- 
arations, which now number 
about three hundred—a specific 
for each ailment—keeps on file a 
full set of these formulas, which 
he gladly shows to those who care 
to see them. 

Moreover, the company demon- 
strated its faith in its own prep- 
arations by furnishing a written 
guarantee, stating that if any pur- 
chaser wasn't satisfied with a 
remedy the money paid for it 
would be refunded, without ques- 
tion, on the return of the empty 
bottle to the druggist from whom 
he had received it, 

The novelty of the company’s 
position relative to the ingredi- 
ents of its remedies naturally 
caused a great deal of comment. 
The opinion was freely expressed 
in the trade that the company 
could never succeed by pursuing 
such a policy, as there was noth- 
ing to prevent other manufactur- 
ers from appropriating its formu- 
las to their own use. With the 
general public, however, the com- 
pany’s frankness in taking it into 
its confidence made a great hit. 
Those. who had previously re- 
fused to buy proprietary medi- 
cines because there was no way 
of ascertaining their ingredients, 
now purchased the Rexall reme- 
dies, the formulas of which they 
could have for the asking. The 
volume of sales increased rapidly, 
and at the end of the second year 
a very large business had been 
established. 

Hence, when the 
and other periodicals 


newspapers 
fired their 
broadsides into the ranks of the 


medicine manu fac- 
not a shot was directed 


proprietary 
turers, 
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toward the United Drug Com- 
pany’s redoubt, because it was un- 
assailable. 

The advertisements employed to 
establish the Rexall remedies in 
public favor were of the direct, 
frank, and argumentative kind 
that carry conviction. There was 
ro juggling of words, no employ- 
ment of sophistries or rhetorical 
tricks to dazzle the reader. Every 
line of copy was devoted to set- 
ting forth logical reasons why its 
products were better and more 
effective than those manufactured 
from secret formulas. 

The arguments were based 
upon plain, indisputable facts that 
could easily be verified by any 
one who was sufficiently interest- 
ed to make the effort. The ad- 
vertisements were necessarily of 
an educational character. 

Moreover, they were honest in 
their statements. Emphasis was 
laid on the fact that no one Rex- 
all remedy is a “cure-all”; that 
certain drugs are helpful in effect- 
ing a cure in certain diseases and 
are worthless in the treatment of 
others; that among the large 
number of medical preparations, 
compounded by the company, 
could be found at least one that 
experience shows is valuable in 
banishing some one of the dis- 
eases to which flesh is heir; that 
the formulas employed in the 
preparation of the remedies had 
been selected from the thousands 
in constant use by physicians and 
druggists, because of their special 
value. 





FOUR YEARS AHEAD OF THE 


PURE DRUG LAW! 

There is one line of patent medicines 
in which no change is necessary in 
order to conform with Uncle Sam's 
new Pure Food and Drug Law. 

Rexall Remedies were made to con- 
form with this law in every particular 
four years ago—long before this law 
was thought of! 

At that time one thousand leading 
druggists of the country, owing to the 
unsatisfactory way in which they had 
to sell patent medicines, decided to 
form a co-operative company and man- 
ufacture a line of remedies for which 
they could stand absolutely responsible 
from their knowledge and control of 
ingredients in these cures. 

The plan of Rexall Remedies was the 
result. 

Could these thousand druggists then 
have foreseen the new Pure Food Law, 
and known every clause of it, they 


could not have made the Rexall ;lan 
conform to it more closely, 

There is nothing secret about Rexall 
Remedies, and there never was! 

For years Rexall ads have told the 
public that each Rexall druggist iad 
the formula of every Rexall Remedy 
on file, and would willingly give any 
formula to whoever asked for it, 

Moreover, Rexall Remedies protect 
you more than the Pure Food Law 
does. You now only know the danger. 
ous drugs in patent medicines—we 
know and have always known every. 
thing in Rexall Remedies—and have 
always been glad to show you the 
printed complete formulas. 

No Rexall Remedy is a “cure-all.” 
Each of the 300 remedies has a formula 
which agg of experience have shown 
to be the most reliable cure for a cer- 
tain human ill. 

The proof of our confidence in 
Rexall Remedies is the Rexall guaran- 
tee. Every Rexall sale we make is 
with the understanding that if the pur- 
chaser is dissatisfied he or she can get 
back the money paid, by simply return- 
ing the ey package or bottle. For 
four years the sincerity of this offer 
has never been challenged! 





These advertisements possessed 
a vital interest, because they ap- 
pealed to common sense. ‘The 
“reasons why” presented in each 
one were so pertinent to the sub- 
ject treated, and so plain, that it 
was not necessary to underline 
every other word in order to 
make them emphatic. They were 
not the dry-as-dust arguments s9 
frequently employed by adwriters 
possessing neither originality nor 
patience to get up something 
fresh, and therefore, up to date. 

Another strong feature of the 
advertisements, which were writ- 
ten in the first person, was that 
they appeared over the name of 
the local druggist instead of over 
the name of the company. They 
thus became his direct personal 
appeals to his patrons and friends. 
They said in effect: ‘You know 
me and my standing in the com- 
munity. You will believe m: 
when I say that not only my per- 
sonal reputation but my financial 
standing is at stake if I recom- 
mend something that is not as 
represented. I know the worth 
of the Rexall remedies because | 
know their ingredients, and what 
they have done and will do. That 
is why I can safely recommend 
them to you.” 

The pulling power of th sead- 
vertisements became apparent a 
soon as they were printed in the 
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newspapers and the magazines. 
Business forged ahead steadily, 
and orders came in so_ rapidly 
that at the end of the third year 
the capacity of the laboratory in 
Boston had to be trebled. To- 
day the population of a suburb of 
Boston are employed in com- 
pounding and packing the com- 
pany’s preparations, which are 
being distributed by a thousand 
druggists who are stockholders 
in the enterprise. 

The series of ads prepared for 
the campaign of 1907, upon which 
$200,000 is to be expended, is 
especially strong and _ timely. 
Taking advantage of the adoption 
of the Pure Food and Drug Law, 
considerable space is being used 
to call attention to the position 
taken by the company from its 
yery inception upon the points 
covered by the measure. It is 
conclusively shown that the Uni- 
ted Drug Company has not been 
obliged to make a ‘single change 
in the compounding or the mark- 
ing of any one of its remedies. 

Frank L. BLANCHARD. 
_—+or———_ 
BLUE PENCIL TOM. 

For a number of years I advertised 
only in my windows and in some of 
the street cars, because I did not feel 
that I could afford to advertise in the 
daily papers. Two years ago last Sep- 
tember I was having a cravenette coat 
sale, and I succeeded in selling for a 
couple of weeks about fifty coats a 
day. I thought I would try a column 
ad in one of the evening papers. The 
next day this column ad appeared in 
one of the evening papers, and, 
bye the bye, it was not the one that 
has the largest circulation in Chicago. 
I selected the paper that this ad ap- 
peared in because they gave me a low 
rate, but they agreed to give my ad 
a good position in the paper. The re- 


sult was that the next day the sales, 
which fcrmerly had been about fiftv 
coats a day, jumped to 142, and in fifty 
aa? I sold’ over 3,500 raincoats. 

‘or the year following that sale I 
continued to advertise in this one pa- 
per. Last fall I felt that I could af- 
ford to invest, say, about $5,000 in 
advertising in some of the other papers. 
1 used three morning papers and three 
evening papers, the best in Chicago. 

The results have been something 
phenomenal. I did not have to invest 
$5,000. The profits came back from 
the newspaper advertising before their 
bills came in, and I do not figure to- 
day that I have a dollar invested in 
advertising. 

In my opinion the only way to ad- 
vertise is to give them plain, common 
sense talk. Tell them the truth. Do 
not get a customer to come to your 
store and find that you have faked 
him, for that is poor advertising, be- 
sides being dishonesty.x—T7Tom Murray, 
Chicago, in Sveryhody's : Magazine. 


A JAPANESE “HOUSE ORGAN. 

Speaking of retail advertising in Ja- 
pan, Chas. I*. Southard, of the Mat- 
thews store, Brooklyn, made this inter- 
esting statement: 

“There are several large dry goods 
stores in Tokio, Mitsukoshi being the 
largest and most up to date. It is more 
than 200 years old. This store pub- 
lishes a monthly magazine and sends 
it free of charge to customers in all 
points in Japan, Korea and China. 
This magazine contains about sixty 
pages, showing many illustrations of 
new designs or patterns; short stories, 
quotations of silk and cotton, order 
blanks and advertisements of other 
stores. Copies may be bought at the 
hook stores or news-stands; the price 
is nine cents American money.—Ad- 
vertising Agent. 











German Families areLarge 


and large families are large consumers. 
Think what a quantity of goods the 140,( 
os mous German Families consume that a 
by advertising with us. Kate. 
flat ay y not let us run your ad in the 


Lincoln Freie Presse 


LINCOLN, NEB. 

















State, the Captrat will get it for you, 





The best newspaper in Iowa from a news and an editorial standpoint is 


Che Des Moines Capital 


Practically everyone in Des Moines recognizes the Carita as publishing the news 
. and in publishing all the news all the time. 
y-four hours ahead of its competitors in publishing the news. 
oon combined with low subscription prices, which has given the Caprrat the 
largest circulation both in Des Moines and in Iowa. 
given the CapiTat the biggest advertising patronage. 


Eastern Offices—O’MARA & ORMSBEE, World Bldg., New York, N. Y. 
LAFAYETTE YOUNG, Publisher. 


The CariTAt is from twelve to twen- 
It is this high rank asa 


This large circulation has in turn 
If you are after business in this 
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WHO’S WHO AND WHERE- 
FORE. 


SAMUEL 


When Samuel Strauss moved 
from Des Moines, lowa, into 
New York and took charge ofthe 
Globe newspaper, the evening 
journalists of the city said phil- 
gsophically “We see his finish. 
He'll last a year.” Before the 
year had elapsed they had sat up, 
taken notice, and were in spasms 
of fear and apprehension, for in 
that period Strauss had re- 
created a moribund evening 
newspaper and was_ attracting 
readers, getting circulation and 
business, and appeared as a com- 
manding figure in the field of 
evening metropolitan journalism. 
But his first year was his real 
growth, Since the opening twelve 
months of the Globe’s new life, it 
has fallen into the prevailing 
spirit of apathy of the evening 
newspapers of New York City, 
and makes no progress commen- 
surate with its first leaps and 
bounds. There are a lot of rea- 
sons for this, and the chief one is 
that while Mr. Strauss directs the 
paper he does not in fact control 
it. He demonstrated _ absolutely 
his capacity to build up the paper, 
and did indeed start its growth 
and development, but the drag of 
ownership that is not interested 
particularly in the paper is its 
handicap. 

Some years ago, when million- 
aires turned their attention to 
owning newspaper properties, 
with a view to controlling the 
press utterances of the country, 
Mark Hopkins, an associate of 
Stanford and Huntington in the 
construction of the Central Pa- 
cific Railroad secured a control- 
ling interest in the New York 
Advertiser. It was about the 
time D. O. Mills got control of 
the Tribune. Shortly afterward 
he began the construction of a 
splendid country home in_ the 
Berkshires, and before it was 
complete he died. His 


STRAUSS. 


widow 
went forward with the home and 
secured the services of a young 
tradesman and decorator named 
Searles to complete it. She fell 
in Jove with him, married him, 
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presently died and left him he 
childless heir of her great prop- 
erty, including the Advertiser, 
Mr. Searles is a retiring, modest, 
estimable man, and felt the bur. 
den of his great wealth too scri- 
ously to undertake its manage. 
ment. He therefore engaged the 
legal firm of Hubbard & Stillman 
to direct it. In their hands as 
trustees, the Searles-Hopkins es. 
tate remains. They sold the 
morning paper Associated Press 
franchise, for a good figure, to 
W. R. Hearst, who runs it still as 
the American, but held on to the 
evening paper. They had various 
managers, but the paper remained 
moribund until Mr. Strauss ap- 


peared with a proposition to buy 
it. It was just the time that Mr. 











SAMUEL STRAUSS, 


Ochs had asserted himself in the 
New York newspaper life, and 
Mr. Strauss, encouraged by his 
splendid career thought to emulate 
it. He approached Hubbard & 
Stillman with a tentative offer to 
buy, which they declined to con- 
sider. But attracted by the per- 
sonality of Mr. Strauss and his 
theories of what an evening paper 
might be, they entrusted him with 
the direction of the property. He 
took charge with at least one 
hand tied behind his back. Under 
these conditions he has made 
good in so much as it was pos- 
sible. His ambition to become 2 
controlling factor in metropolitan 
journalism is not likely to be 
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realized under present conditions. 
However, they may change, in 
which case Mr. Strauss will take 
a place side by side with his 
racial compatriots, Adolph Ochs 
and Joseph Pulitzer in the jour- 
nalistic ranks. 

The building up of an evening 
newspaper in a district of the city 
that has a business rather than a 
residential life, has a number of 
difficulties. Perhaps if we choose 
the Brooklyn Eagle to illustrate 
the importance ot environment, it 
would not be amiss. In Manhat- 
tan the appeal is made chiefly to 
varied business interests ; in 
Brooklyn it is made through one 
channel—the home life. The Ad- 
vertiser had known no controlling 
head, nor any very definite policy 
when Mr. Strauss came out of the 
West. He had made his ten- 
strike in journalism with the Des 
Moines Leader, a Democratic pa- 
per which found itself suddenly 
called upon to decide between 


Bryan and silver, and pure Dem- 
ocracy and a gold standard. lowa 
was at the time a wavering State. 


Hitherto it had been resolutely 
Republican, but it was on the turn 
when Mr.. Strauss cast the for- 
tunes of the Leader in favor ofa 
gold standard.. They take their 
politics seriously in ‘the West. 

It would be interesting to know 
if Mr. Strauss takes himself so 
seriously in journalism in New 
York as he did in Des Moines; 
if he feels that he is swaying the 
destinies of nations. It is quite 
possible that he does. After all, 
these firm believers in the digni_ 
ties and usefulness of their occu- 
pations are the men that get the 
nation on the move—not those 
magazinists who take the United 
States by the scruff of the neck 
and shake out a circulation and 
advertising clientele, but the men 
who do believe in the greatness 
of the country, its integral hon- 
esty, and have all the principles 
which we call academic funda- 
mentally in their minds and apply 
them in business. 

If you were to ask Samuel 
Strauss about human nature you 
would get the most optimistic 
answer. He would reply that 
woinen are virtuous; men honest 


as a rule; that they like decency 
in journalism, although they turn 
towards sensationalism casually; 
that the newspaper hangs upon 
the fringe of respectability; that 
there is a lot of ethical principles 
concerned in its publication, but 
that after all it is a business, 
and if you would sell a newspa- 
per you must offer what the peo- 
ple are inclined to buy. 

In building up the circulation 
of the Globe Mr. Strauss has cer- 
tainly done great things. When 
the representative of PRINTERS’ 
Ink talked to him he said some 
frank and elementary things. He 
referred to the reporter as being 
the basis of an evening paper. 
That was not a criticism on the 
editor, although what the report- 
er is on the evening paper in New 
York City, when the editor gets 
through misusing him, is a study. 
He said that a New York re- 
porter was a narrow-minded per- 
son by reason of his false per- 
spective. The Globe wanted re- 
porters who came from country 
towns, who had touch with all 
conditions of life, who reporteda 
sermon, who considered a budget 
of their city’s finance, who at- 
tended weddings, who met life in 
all its various ways, who wrote 
obituaries of men thev knew, who 
told of the successes, the sins, the 
sorrows, the happinesses of living 
people, and to whom men and 
women were real things, not per- 
sons of wealth, nor just figures 
nor men with a porter outside of 
their doors to receive cards, and 
to refuse or accept interviews as 
might be. “This kind of men 
come ‘into the city,’ said Mr. 
Strauss, “and they work for a 
newspaper and they do it some 
real good. They tell the story of 
daily life, and for a time they are 
actual news gatherers. Then they 
become special story writers and 
drift off into nothing so far as 
the daily newspaper is concerned.” 

What Mr. Strauss has observed 
about reporters is true also of 
lawyers, doctors and _ preachers, 
except for the fact that as they 
lose their value for their employ- 
ers they find new and better ones 
for themselves. But when he 
talks about reporters and their 
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value, he is dealing with the very 
elements of evening newspaper 
existence, because all the rest of 
the daily papers’ prosperity is 
purely incidental, built upon what 
the reporter does for it. The 
editor may shape or mis-shape his 
news, and the business depart- 
ment may raise a structure of 
temporary prosperity, but when the 
reporter stops getting the news, 
just as it happens, the daily pa- 
per itself ceases to exist. He is 
the foundation of the whole fab- 
ric of newspaper life, and without 
him no newspaper could continue 
any length of time. 

Samuel Strauss understands 
and appreciates this first truth, 
and it is the secret of the success 
of the Globe. He says that reli- 
gious news, which is generally 
shifted off to obscure corners, and 
under small headlines, is of first 
importance in New York City, 
aside from the kind of news that 
is sensational for the moment, 
like the Thaw trial. It has a 
permanent quality of human in-» 
terest because it attracts finally 
every human being’s attention. 
Sporting news too, but it is only 
incidental in human life. It be- 
longs to the robust period of ex- 
istence, Sensationalism he defines 
as the publication of news that 
has not happened, and generally 
of the kind that won't. For ex- 
ample, in the Thaw case, if there 
were any possibility that has not 
been published, that would be the 
extreme of sensationalism. The 
legitimate quality of the news, 
however exciting its nature, would 
be just what did occur in the 
principal event, or in the trial of 
the case, and that Mr. Strauss re- 
gards as real and actual news. 

Sometimes between theory and 
practice there is a wide diver- 
gence, and nowhere is the gulf 
wider than in daily journalism. A 
code of ethics may be beautifully 
prepared, but in use may not be 
applied at all. That is what hap- 
pens to the Globe. The exigent 
demands of the day force it away 
from the practice of its principles, 
and its headlines grow large over 
small stories. No greater differ- 
ence is shown anywhere than in 
the editorials of the Globe and its 
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news columns. Generally speak- 

ing the editorials of the Globe aie 

suited to the pages of an ac- 
vanced religious paper. There 
isn’t a paper in the city, perhaps, 
that prints so much news about 
prize-fighters. 

But we have written about the 
Globe as the expression of Mr. 
Strauss. It is in a sense, but not 
altogether. We can guess that 
when he has a-free hand it will be 
different. Personally Mr. Strauss 
is a most attractive intellectuality. 
He has the most carefully chosen 
use of the English language, 
speaking it not as a purist, but- 
because it is natural for him to 
say in the very best words what 
he means. His private office is a 
barrack. It contains a working 
desk, a chair, a telephone and a 
few reference books. It exhales 
the atmosphere of work. The cell 
of a Benedictine monk could not 
be more simple. Obviously what 
he sought in New York was not 
the luxuries of a business exist- 
ence, but the transplanting of the 
simple Iowa life into the metrop- 
olis. If he has gathered the com- 
plexity of modern existence into 
the pages of his paper, it is be- 
cause he has stood aloof himself 
from its turmoil. He is a young 
man, barely thirty-five years ot 
age. He was educated in Ger- 
many, and is something of the 
philosophic cast of mind that is 
essentially Teutonic; that is to 
say it is deliberative and careful, 
but has the readiness, like an 
eagle, to swoop down and seize a 
subject when necessary. It will 
not be amiss to keep your eye on 


Samuel Strauss. 
—_— +e 

Tue daily newspaper men who 
creating an agitation against magazin 
advertising as being competitive Ge their 
interests might profitably look into 
local canvassing and store demonstrat- 
ing and gather some data to prove - 
superiority of properly used newpap¢ 
space.—Mahin’s Messenger. 

lead meleatanaiit 

One hundred million dollars a year 
sent to two Chicago mail-order houses, 
largely from the Central West, is 
enough to keep the jobbers think: 
for some time.—White’s Class Adivr- 
tising. 


are 


icici ella i 
Tue charm of mail-order merc!i.n- 
dising is the fact that ou get | 
money into your cash drawer bef 
you wrap up the goods.—E-xchang:. 
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“THE REVIEW OF RE- 
VIEWS.” 


The Review of Reviews stands 

so persistently at the head of 
monthly magazines in point of 
business carried that it is quite 
generally assumed to be a staid 
old publication of long establish- 
ment. The average advertiser, 
asked to tell its age, would prob- 
ably allow at least half a century, 
and make it contemporary with 
Harper's Monthly. As a matter 
of fact, however, it is only 
eighteen years old, dating from 
1880. 
No magazine amang the month- 
lies selling for more than fifteen 
cents carries so much paid adver- 
tising as the Review of Reviews, 
and even in competition with 
some of the ten- and _ fifteen- 
centers of later establishment it 
often holds first place in sheer 
quantity of business. During 1906 
its aggregate of paid business was 
301,844 agate lines, or 1,750 pages, 
and among the standard maga- 
zines of general circulation it 
never held a place lower than 
third. It was first one month, 
second nine months, and_ third 
two months, McClure’s being the 
only magazine holding first place 
in competition, and Everybody's 
showing a trifle more business in 
two other months. 

The Review of Reviews was 
launched shortly after W. T. 
Stead’s success with the English 
magazine of the same name in 
1888. Dr. Albert Shaw, the pres- 
ent editor, thought there might be 
a place in this country tor a 
periodical of the same nature, a 
monthly digest of the news, sup- 
plemented by a condensation of 
leading articles from American 
and foreign magazines. For some 
time he followed the Stead maga- 
zine closely, so that the word 
“American” was necessary to dis- 
tinguish the New York publica- 
tion from that in London. About 
1891, however, the American 
magazine began to boldly depart 
from its British model, and since 
then the two have borne little re- 
semblance. . With this declaration 
of independence, too, the circula- 
ition began to rise, so that at the 
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end of 1892 the American maga- 
zine had 70,000 subscribers and 
news-stand purchasers, ‘he words 
“American Monthly” were sub- 
dued, and “Review of Reviews” 
made prominent, until to-day this 
sub-title is noticed by hardly one 
person in a hundred who has oc- 
casion to mention the magazine, 
and is a mere relic that will prob- 
ably be dropped altogether, event- 
ually. 

The public—and especially the 
advertising public—still has the 
habit of thinking of this monthly 
as a resumé of other magazines. 
An examination of any _ issue, 
however, will show that there is 
little basis for such an impression. 
Its monthly digest of news mat- 
ters is always original both in 
text and opinions, and the doz- 
en or ‘more articles that follow 
are likewise written for the Re- 
view of Reviews. Perhaps one- 
fourth of the average issue is 
given up to summaries of articles 
from other publications, but even 
these are taken largely from in- 
accessible foreign reviews, and a 
considerable proportion are trans- 
lations. The Review of Reviews 
is valued by readers for its au- 
thoritative treatment of current 
questions and events, and_ the 
news element has been very im- 
portant in its upbuilding. In re- 
cent years there have sprung upa 
dozen or more magazines of sim- 
ilar character, But the Review of 
Reviews claims to have been first 
in this field, and to have achieved 
success through its news element. 
It was eagerly purchased on this 
account even when a slim, poor- 
ly-printed publication, and _ its 
solidity has always been such that 
the proportion of subscription cir- 
culation on its books is said to be 
far above the average. It was 
launched several years before the 
Sunday newspaper became an im- 
portant factor, and it preceded 
the growth of _ popular-price 
magazines by almost a decade. To 
make a success from the ground 
up with a similar magazine to- 
day would probably be impossible 
—certainly a costly task. But by 
happening along at the psycho- 
logical moment, the f 


Review of 
Reviews became a fixture. It is 
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actually a year 
Collier's Weekly. Yet most per- 
sons, if asked, “Let's see, the 
Review of Reviews was estab- 
lished by Horace Greeley, wasn’t 
it?” would probably assent, 
“Why, yes—sure.”’ 

How did this magazine get all 
the advertising patronage a-going? 

In various ways, but chiefly by 
sitting down and waiting for ad- 
vertisers to discover its solidity 
of, reading clientele. The staff of 
advertising solicitors found in its 
offices is small compared with the 
armies of canvassers sent out by 
some competing magazines, Every 
year a certain number of circu- 
lars and booklets are mailed, but 
even these go largely to old ad- 
vertisers—proprietors of schools, 
hotels, etc., who need reminding 
rather than canvassing. 

For a good many years after it 
had secured a fine reading public 
the Review of Reviews carried 
little advertising, and seemed to 
be left off the lists of business 
houses that. spent freely in publi- 
cations that were more active in 
canvassing. During this period, 
however, the aggregate expendi- 
ture for publicity the country 
over was far less than to-day, and 
a magazine coming out with a 
hundred pages of business would 
have been regarded as a special 
issue of some sort. 

The tide of advertising was di- 
verted its way when the publish- 
ers sent out, some years ago, a 
series of 500 letters from adver- 
tisers, testifying to the produc- 
tiveness of the magazine. These 
letters were fac-simile reproduc- 
tions of original documents, and 
they were shipped in ordinary 
wooden letter-file cases. Had 
there been less than 500, or had 
they been sent in any other form, 
doubtless the results would have 
been negative. But that many 
letters in an actual file-case was 
bound to get a hearing. This bit 
of advertising amounted to no- 
toriety for the Review of Re- 
views. It cost the publishers 
$1,700. But it turned the tide, 
and so far, despite increase in the 
numbers and aggressiveness of 
competitors, that tide has not 
ebbed. 


younger than 
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IT’S IN THE AIR, 


A Poughkeepsie druggist, taking a 
hint from the familiar maxim that ‘we 
are not in business for fun, or our 
health,” puts’ the following legend in 
its front window, ‘We are in_ busi- 
ness for your health.” 


Here is a new _use for advertising. 
Peter Tardif, a Frenchman of North- 
ampton, Mass., publishes the following 
advertisement in a local paper: 


“Notice.—I hereby give notice that 
I shall hereafter pay no attention to 
bills, unless I am 
my name_ being 
‘f.’ — PETER 


communications or 
addressed, 
with 
> 9 


properly 
spelled 
TARDIFE 


A Cleveland woman “is suing for 
divorce because her husband won't let 
her read the newspapers. Probably he 
is afraid their enticing advertisements 
will lead her to make too many pur- 
chases, 


The Evening Post says that all 
Munich was astounded the other day 
to wake up and find the city placarded 
with a legend that read as follows: 

“WITHOUT A HEAD, IT IS NO USE.” 

Everybody was puzzled by it; but the 
next day the advertiser brought out a 
sequel saying he ‘‘was desperately in 
need of work” and was starving, and 
“you cannot have a head unless you 
also have a stomach and something to 
put in it.”” Whether he got a job by 
what was called his barbarous ‘“Ameri- 
can” method is not reported. 


one 


The New York Tribune advocates the 
need of some repression of the enor- 
mous outdoor billboard letters, and 
those that cover barns and country 
fields. It thinks they should be taxed 
into a reduced size and respectability, 
and that, good taste and artistic qual- 
ity’ in their construction should be a 
matter of competition, and a source of 
reward. 

++ 


THE SONG FAKIR, 


Letters of complaint are again reach- 
ing the Review relative to the alleged 
questionable methods of certain “music 
publishing” firms who hold out “in- 
ducements” to “song writers and poets” 
through the magazines. One of these 
concerns boldly proclaims itself “New 
York’s Big Music: Firm,” with depart- 
ments. It probably has desk room 
somewhere in Tin Pan Alley—the 
classic 28th street. Another tells the 
public “we will write the music and 
present to big New York publishers.” 
As previously stated, at some length, 
these “enterprises” have no_ standing 
in the legitimate publishing business 
whatsoever, and are absolutely in no 
position to “present” music for publica- 
tion on any kind of a basis with houses 
of recognized repute. Still the scheme 
cannot be called outright deception.— 
Music Trade Review, 

——-_ -<o5-- 


WHILE you are trying to figure out 
how the other fellow can afford to ad 
vertise so liberally, your _ customer 
may be making it possible for him to 
do so.——Agricultural Advertising. 
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A Roll of Honor 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


toa 


accord- 





Advertisements under this 


from publishers who, 


ing to the 1906 issue of Rowell’s "american Newspaper Directory. have submitted for 





that edition of the Directory a 


clr 


auiy signed and datea, 


also from publishers wno for some reason failed to obtain a figure rating in the 16 
Directory, but have since supplied a detailed circulation statement as aescribed above, 
covering a period of twelve months prior to the date of making the statement, such state- 


ment being available for use in the 19C7 issue of the American Newspaper Directory. 


vir- 


eulation figuresin the ROLL oF Honor of the last named character are marked with an (>; ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 


it. 


No publisher who has any doubt that the absolute accuracy of his circulation 


statement would stand out bright and clear after the most searching investigation 
would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 


Kirmingham. Ledger, dy. Average for 1906, 
22,419. Best advertising medium in Alabama, 


Journal,dy. Aver. 1906, 9,844. 
ome newspaper of its city. 


ARIZONA. 
Phoenix. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Kvening yo -g*e part zane 
Sunday morning. Daily averaye 1900, 


CALIFORNIA. 

@akland, Herald. Average 1906. 
19, peeks Mar. 1907, 26.967. Ouly Cali 
fornia daily circulation guaranteed by 
Rowell’s Directory. 


M eaeeomery. 
The afternoon 


San Francisco. Pacific Churchman, semi-mo. ; 
Episcopalian. Cir. 1905, 1.427; Dec. 1906, 2,500. 


San Francisco. Sunset Magazine, monthly; 
literary; 192 to 224 pages, 6x8. Average circula- 
tion ten months beginning December, 1905, 64,- 
600. Home Offices, Flood Building. 


COLORADO. 
Denver Post. Circulation—Daily 62,645, 

Sunday 87.160 

The figures spell RESULTS. 

@™ The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 

oeAr ” Rowell’s American News- 
teto paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport. Evening Post. Sworn dy. ar. 06, 
11,268, now over 12.500, E. Katz, 8. agt. N.Y. 


Bridgeport. Morning Telegram. daily. 
Averuge /or 196,sworn 10,212. You can 
cover Bridgeport thoroughly by using 
Telegram only. Rate. 1c. per line, flat. 


ary a. evening. Actual average 
Sor 1905, 7.5 

Meriden. Morning potent and Republican. 
Daily average for 1906. © 7.67 


New Haven, Evening Register, dy. Annual 
sworn aver. for 1966,14.651; Sunday, 11,662. 


New Haven, Palladium. dy. Aver. 1905, 8,686; 
$906,9,549. E. Katz, Special Agent. N.Y. 





New Haven, Union. Average 1906. ~~, 
First 3 mos., 07, 16.582. E. Katz, Sp. Agt., N.Y. 


New London, Day, ev’g. Arer. 1906, 6,104; 
aver. for Mar., 6,882. E. Katz., Sp. Agent, N. Y. 


Norwalk, Evening Hour. Daily averayeguar- 
anteed to exceed.100. Sworn circulation 
statement furnished. 


Norwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6,559; Feb., 1907, 6,877. 


Waterbury. Lt ey dy. Aver. for 1905, 
%.648; 1906, 5.95 La Coste & Maxwell. 
DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 1906. 85.577 (OO) 


FLORIDA. 
Jacksonville, Metropoiis, dy. Average 1906, 
9,432. Mar. ’07. 10.900, EZ. Katz, Sp. Agt, N.Y. 


GEORGIA. 

Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998. Semi-weeiciy 56. 781; arer. 1906, 
daily, 50.857, Sun., 53.988; semi- WY. 74.916. 

ILLINOIS. 

Ashley, Gazette. Circulation 1,182. Largest 
and only proven circulation in Washington Co, 
Aurora. Daily Beacon. 

1905, 4,580; 1906, 6,454. 
Citizen. Daily average for 196, 


Daily average for 


Cairo. 
1,477. 


Champaign. News. Guaranteed larger circu- 
lation than all other papers published in the twin 
cities (Champaign and Urbana) combined. 


Chiea: 


a me 0, Bakers’ Helper, monthly ($1.00)- 
akers' 


elper Co. Average Sor 1906,4,017 (@®@). 


Chiengo, Breeders’ Gazette. wy.; $2.00. Aver. 
circ’n 41 months endiny Nov. 28, 1906, 69,667. 

Chieago, Dental Review, monthly. Actual 
average for 1905, 8,703; for 1906, 4.001, 


Average 


649.846 Sunday, 
128.000 Daily. 
Guarantees larger circulation in 
city of Chicago than id two 
other morning papers combined. 
Has certificate from Association 
of American Advertisers. 
Circulation for) Sunday. 717. ry 
February. 1907:§ Daily, 192,271 
Absolute correctness of latest circulation rat- 
ing a the Chicago Examiner is guaran- 
by the publishers of Rowell’s Newspaper 
Tye 


Chiesa Examiner. 
1906 


for 
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Chicago, Inl. nd Priwter. Actual average cir- 
culation Sor 1905, 15,866 (O ©). 


Chieago, Journal Amer. Med. Ass’ n, weekly. 

apa 06,46,479. Send for circ. map. 

jeage, Kecord- roo 
1413 745. Sundan 211. 
t@ The absolute ‘iatitlitees of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 

Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (@©). 

Joliet, Herald Henge ont Sunday morning. 
Average for year 1906, 6, 

Peoria, Evening Star. Cz Te eis guaranteed 
more than 21,000, 


INDIANA. 


Crawfordsville, Journal. The women rely 
onit. Dy. and wy. average, 1906, 5,878 

Evanaville. Journal-News. for 1906. 
899. Sundays over 18.000. EA Katz. Ss. ‘ALN 


Average /#6, datly 


GUAR 
YEED 


» 16.- 


Indianapolia, Up-to-Date Farming. 1906 av.. 

174,584. Now 200.000 4 timesa mo.,75c, a line 

Notre Dame, The Ave Maria. ( —— weekly. 
Actual net average for 1906, 24.61% 

Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,397. 

Richmond. The Evening Item, daily. Sworn 
average net paid circulation for three months 
ending, March 31, 1907, 5,228. ily average for 
March, 1907. 5,504. A circulation of over 5,000 

uaranteed in all 1907 contracts. Toe Item goes 
into 80 per cent of the Richmond homes. No 
street sales. 

8&2 The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar 
anteed by the publishers cf 
Rowell’s American Newse- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 

Seuth Bend, Tribune. Sworn daily average. 

Mar., 1907, 8,889, Absolutely bestin South Bend. 


INDIAN TERRITORY. 
Muskogee, Times Democrat. 1905, orera ce 
2.881; average 1906, 5,514. E. Katz, Agt., N. Y. 

IOWA. 


oe Hawk-Eye, daily. Aver. 
8,764. “All paid in advance.” 


1906, 


weekly. 


oe 


Davenport, 
Actual average for 1905, 5, 

Davenport. Times. Daily aver. Mar.12.792. 
Circulation in City or total guaranteed greater 
than any other paper or no puy Sor space, 


Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circuiation Jor 16, 
41.751. Circulation, City and State, larvest 
wn Iowa. More advertising of all kinds in 1906 
in 342issues than any competitor in 365 issues. 
Rate five cents a line, flat. 

Des Moines. Kegister and Leader—daily and 
Sunday—carries more “Want” and local diepley 
advertising than any other Des Moines or lowa 
paper. Average circulation ion for Feb., dy. 80,851. 


Des Moines. Iowa State te Register and Farmer, 
w’y. Aver. number copies printed, 196, $2,123. 


Der Moines, The People’s dad Monthly. 
Actual average for 1905, 182,175. 


Catholic 
1 
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Sioux rg Journal. Daily average for ‘: 
sworn, 28,706. Morning, Sunday and Evenin 
Editions, 


Sioux Clty. Tribune, . Evening, Net sworn 
daily average 196, 27.170: Feb.. 1907, BO161, 
You can cover Sioux ¢ “ity {entity by using 
The Tribune only. Itis subscri for by prac- 
— peek family that a newspaper can inter- 
t. Only Lowa paper that has the Guuran. 
teed Beas. 


KANSAS. 
Hutchinaon. News. Daily 1906, 4.260. Mar. 
/96,4,.650, EH. Katz, Special Agent, N.Y. 


Lawrenee, World, evening and weekly. Copies 
printed, 1906, daily, 8.7 7S; weekly. 8.0 O84. 


Pittaburg, Headlight. dy. and wy. Actuul 
average Jor 1906, duily 5,96 2, weekly 3.27. 


KENTUCKY. 


Lexington. Leader. Ar. 06., . &. 157. Sun, 
6.795; Jun.,’07, 5,856, Sy. 6.891. E. Katz. 8. A. 


Owensboro. Inquirer. Daily av., six months 
ending Jan. 4, 1907, 8.166. 


LOUISIANA. 


New Orleans. Item. -Areruge Feb , 1907, high 

water mark. 27,610; average for 1907, 27.8 347, 
average for ene. 24, eid. A hig class roc age 

of known cir Want adveri 

specialty. 





MAINE. 
Augusta. Comfort, mo. W. H. Gannett, pub. 
Actual average sor 1906, 1,271,982. 
Augusta. Kennebec irae dy. and wy. 
Average daily, 1906. 7.6 
Bangor. Commercial. 
9.695: weekly 28.578. 
Madison. Bulletin, wy. Circ., 
Oniy paper in Western Somerset Co. 
Py ayo Maine Woods and Woodsman -weekly, 
4. W. Brackett Co. Arerage for 1106. 8.077%. 
Portland. Evening Express. Arerage for 1906, 
daily 12.806. Sunday Telegram, 8,041, 
MARYLAND. 


Annapolis. U.S. Naval Institute, Proceedings 
of;q.; copies printed av.yr. end’g Dec. 1906,1,7 62. 


Average for 4906, darty 


1906, 1,581 


Baltimore, American, in, daily Average 1906, 
Sun., 77,488; d’y, 67.815. No return privilege. 


Baltimore. News, daily. Evening News Pub- 
lishing Company. Average 196, 69.814. For 
March, 1907. 883.629, 
The ‘absolute correctness of the 
UA 
re R 
TEED 
pay one hundred doliars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 
Boston. Christian Endeavor World. A leading 
religious weekly. Actual average 1905, 99.491. 


Boston. Evening Transcript (@@). Boston’s 
tea table paper. Largest amount of week day adv. 


te te tk tk te ik 


Boston, Globe. Average 196, daily, 182,986. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning an‘ 
afternoon editions for one price. 


We te We te We We 
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~~ I The Indianapolis News is 


renin 


[| delivered every day into 
 . 19,357 homes in the city 
.. | Of Indianapolis in which no 
» [| Other local paper is taken 


etual 
S. 


HE COMPLETED newspaper census of Indian- 
apolis, the work of 16 trained men for 14 
weeks, establishes the fact that The News 

daily paid circulation, in the city of Indianapolis 
alone, for the month of March was 41,871, the 
largest circulation per capita of population of the city 
in which it is published, of any newspaper in the 
United States; of this 33,125 were regularly de- 
livered daily into the homes of its readers, 


RECORD FOR THREE MONTHS: 
CIRGULATION- Sworn Statement 

Daily average net paid circulation for three 

months ending March 31, 1907 75,798 
Daily average net paid circulation for the 

month of March, 1907 76,597 
Daily average net paid circulation in the city 

of Indianapolis alone 41,371 


ADVERTISINS—Stated in Columns 
Display Classified Total Dy. Av. 
January, 1907 55. 406.91 1,772.00 65.63 
February, 1907... ..1,256.41 385.92 1,642,338 68,43 
March, 1907 1,756.07 514.22 2,270.29 87.32 


Special Representatives: 


DAW A. CARROLL, Tribune Bidg., New York City 
Ww. Y. PERRY, First National Bank Bldg., Chicago 
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BOSTON POST 


Average for March. 1907. Boston Daily 
Post, 240,1 7. increase of 6,4 
dunuary,. 07; Boston 

Mareh. ison, 234,184, i 

over January, 1907. Fi rs 

to put in linotypes. First New England paper 
to put in the autoplate. Has in its big plant 
the largest and most expensive press in the 
world. Leads Boston newspspers in amount 
of foreign business. “‘TheGreat Breakfast Table 
paper of New Englana.” Covers Boston and 
New England more thoroughly than any other 
paper. Bulk of its cireulation delivered in 
homes of middle-class, well-to-do portion of com- 
munity. 


&@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 


AU. 
SLaR 
TEEO 


Gioucester, Daily Times. Every evening ex- 
cept sunday. Sworn daily average 1906, 7,286. 


Holyoke. Transcript, daily. Actual average 
Jor year ending May, 1906, 7,339. 


Lynn. Evening Item. Daily sworn ar, year 
196, 15,06: Jan., 1907, av. 16,012. The Lynn 
family paper. Circulation absolutely unap- 
proached in quant.ty or quality by any Lynn 
paper. 


Lynn, Evening ex Yn average for year 
ending Dec. 31, 1906, 2.2 


Springfield, Cae arenes Alone guar- 
antees results, Get proposition. Over 50,000. 


Springfield. Good | Housekeeping, mo. Aver 
aye 116, 209.579. No issue less than 225.000. 
All advertisements guaranteed. 


Pay! oburn. News, evening and Ree 


Daily 
.net patd cir. March, 


1.4381. 


Worcester, Evening Gazette. Actual sworn 
arerage for 1906,11,401 copies duily; Feb., ’07 
15,206 ; March, 1907, 15,768. Largest evening 
circulation. Worcester's * *‘Home” paper. 
mission given A. A. A. to examine eirculation. 


Woreeater. em pir Suitiqne. daily (© ©). 
Paid average for 1906, 4,2 


MICHIGAN. 

Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jacksun’s 
greatest daily. It carries more 
advertising and has the largest 
net paid circulation. No secrets. 
March daily average. 7.684, 


Jackson, — Average Mar., 1907, 
7,508; Sunda: —-. = net paid. 
erified rm statements 


by A. ‘k. 
monthly. ‘Soalaalion t welcomed. 


Saginaw, Courier-Herald, daily, Sunday. 
Average 196. 14,897: Feb., 1907, 14,888. 


Saginaw, Evening News, daily. Average for 
16, 19.964; Mar., 1907, 20.648, 


Tecumseh. Semi- motte Herald. Actual 


average Jor 1906,1,15 


MINNESOTA. 


Minnenpolia. Farmers’ Trivune, twice a-wer |x, 
W. J. Murphy, pub. Aver. sor 1906, 37,886. 


Minneapolis. Farm, Stock and Home, seni- 
monthly. Actual averuge 195. $7,187; aver- 
age for 1906, 100,266. 

The absolute accuracy of Farin, 
Stocic « Home's circulation rating 
is guaranteed oy t Americnn 

Aa Newspaper Directory. Circulatio: is 

AN practically conjine: to the Sarmers 
TEED of Minnesota, the Dakotas, ‘Western 
isconsin and Northern Iowa. (Use 

it to reach section most proptabiy, 


Minneapolix. Journal, Daily and Sunday. 
In 1906 average daily circulation 74.054. ia 
average circulation for Mar., 1907, 76,415 
Aver, Sunday circulation, Mar., 4907, 72. Tio. 

The absolute ‘accuracy of the 
Journal's circulation ratings is 
guaranteed by the American Neivs- 
paper Directory. It reaches a 

greater number of the purchasing 
Slasnes and goes into more homes 
tha: any paper in its field. It 
brings results 


GUAR 
FEED 


OCIROULAT’N Minneapolis Tribune. W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
for the year ending December, 
1906, was $1,272. The duily 

iy aea: Mowas Tribune average per issue for 

paper Dinte- the year ending Dece nber, 1206, 

tory. was 103,164. 
&t. Paul. A. O. U. W.Guide. Averaye weekly 

circulation for 1905, 22.542. 


Wipene. Republican: Herald, oldest, largest 
and ne ween per in Minnesota outside the 
Twin Vitlosand uluth. R.O. P. rate 12c. per inch. 


MISSOURI. 


Joplin. Globe, daily Average 1906, 15.254. 
Feb . 197,16,694. £. Katz. Special Agent, N.Y. 

Kanans City, Journal. Cire’n, 275.000; 
icles we ae lay and ciassided, 40 
eents a line, 70, 000 Daily and Sunday—dis- 
play, Uée.s RK y 7c. Combination Weekly 
and Sun day—display, » 48¢. Literature ou request. 

Kaneans City, Western Monthly. Reaches prac- 
tically all mail-order and general advertisers. 


St. Joneph, News and Press. Circulation 
1906, 86,079. Smith & Thompson, Eust. Reps. 

St. Leuis. Courier of patties, monthly. 
Actual average for 1905, 9.925. 


St. Louis, Interstate oes bas three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000. 


St. Louisa. National Druggist, mo. Henry R. 
Strong, Editor ana Publisher. Average for 1905, 
8.000 (© ©). Eastern office, 59 Maiden Lane. 


&t. Louisa. National Farmer and Stock Grower, 
monthly. Averaye sor 1906, 104,200, 
MONTANA. 


Missoula, Missoulian. Every morning. <Av- 
erage 12 months ending Dee. 31, 1906, 5,107. 


NEBRASKA. 


Lincoln. Deutsch-Amerikan Farmer, week'y 
Average 1905, 147.082. 


Lineoln. Freie Presse, weekly. Actual averaye 
Sor 196, 130.734. 


NEW HAMPSHIRE. 


ny manchester. Union. Ar. £906, 16, 7s. daily, 
. H. Farmer and Weekly Union; 5,550. 


gore Telegraph. The only daily in city. 





Daily average year ending Dec., 1906, 4,871. 
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NEW JERSEY 

Asbury Park, Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 

Camden, Daily Courier. Actual average for 
year ending December 34, 1906, 9.020. 

Elizabeth. Journal. Av. 1904. 5,223 1906, 
6.515; 1906, 7.847; March, 1907, 8,161. 

Jersey City. Evening Journal. Arerage for 
190. 28.005. First three months 1907, 28,966. 


Newark. Eve. News. Net dy. ar. for 1906, 
68.022 copies ; net dy.av. for Mar., 1907, 68,680. 


Plainfield. Daily Press. Averdge 1976, 2.971. 
first? montns. 4906, 2.968. It’s the leading paper. 

Trenton, Evening Times. Average 1906, 18,- 
37; January, 1907, 20.278. 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1#6,16.251. It’s the leading puper. 

Batavia, Daily News. Average 1906, 7,227. 
Jau., (7. 7,474. Nothing like it elsewhere. 


Brooklyn, Standard Union. Printers’ 

Ink says, the standard Union now has 

the largest circulation in Brooklyn. 

Actual daily average. for 1906, 49,2359. 

Ruffalo. Courier, morn, Av./906, Sunday ,91- 

16s; daiiy, 58.681; Enquirer, even.. 2.683. 

Ruffalo, Evening News. Daily average 1905, 
94.690; for 1906, 94.745. 


Corning. Leader, evening. _Arerage 1904, 
6.235: 195, 6 395; 1906, 6,585; Feb. av., 6,820. 


Mount Vernon. Argus, evening. Actual daily 
averaye for 42 mos. ending Mur, 31,707, 4,230. 

Newburgh. News, daily. Ar. °06, 5.477; 4,000 
more than all other Newburgh papers combined. 


New York City. 
Army & Navy Journal. Est. 1863. Actual weekly 
averaye Jor 1906.9.706 (OO). 


Automobile, weekly Average for year ending 
Dee. 25, 1906, 15,212. 


Baker’s Review, monthly. W.R Gregory Co., 
publishers. Actual average Jor 196, 5.4838. 

Benziger’s Magazine, family monthly. Ben 
ziger Brothers. Average Jor 1905, 44.166- for 
106,47. 730. 

Chpper, weekly (Theatrical), Frank Queen 
Pub, Co,, Ltd. Aver. for 196, 26,.611(0@0). 


El Comercio, mo. Spanish export. J. Shepherd 
lark Co, Average for 1906, 8,o42—sworn. 


Jewish Morning Journal. Average for 1906, 
57.693. Only Jewish morning daily. 


Music Trade Review, music trade und art week- 
ly. Areruge sor 1905, 5.341. 

Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1833. 
Actual weekly average for 
4906, 11.708, 


The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-adeunce sub- 
scribers, F. M. Lupton. iisher. 

The Tea and Coffee Trade Journal. Average 
circulition for year ere | Sept., 1906, 6.4813 
September, 1906, issue. 6,998. 

Theatre Magazine,monthly. Drama and music. 
Actual average for 1906, 60,009, 

The World. Actual arer. for 1905, Morn,. 305. 
490. Evening, 371.706. Sunday, 411.074. 


Rochester, Case and Comment, mo., Law. 
Av. for year 1905,80.000. Guaranteed 20,000. 


Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809, 
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Syracuse, Post-Standard. Dy. cir. lust 3 mos. 
80.380 copies. ‘'he home newspaper of Syracuse 
and the best medium for legitimate advertisers. 


Troy, Record. Arerage circulation 
1906, 18,801. Average March, 1907, 
20.030, Only paper in city which has 
permitted A. A. A. examination. 


Utiea. National Electrical Contractor, mo. 
Average for 1906, 2.6205. 


Utien. Press. daily. Otto A. Meyer, publisher, 


Average for yeur ending Murch 81, v7, 14.927. 


NORTH CAROLINA. 

Coneord, Twice-a-Week Times. Actual aver- 
age for 196, 2.453; 1905, 2,262, 

Raleigh. Times. North Carolina's foremost 
afternoon paper. Actual daily average Jun. ist 
to Oct. ist, 1906, 6,551; weekly, 3,200. 

Winston-Salem leads ali N.C. towns in manu- 
facturing. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advy. 


NORTH DAKOTA. 


Grand Forka, Normanden, Av. yr. 05, 
Aver, Jor year 1906, 3,180. 


OHIO. 


Akron. Times, daily. Actual average for 
year 196, 8,977. 

Ashtabula, Amerikan Sanomat, 
Actual averaye for 1905. 10.766, 


7,201, 


Finnish, 


Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1906, 72.216: Sunday, 83.869- 
Mar., 197, 71,898 daily; Sun., 39,778. 


Coshocton, Age, Daily av. ist 6 mos. ’06,28.101; 
in city 10.000; factory pay-rolis $150,000 monthly. 


Coshocton, Times, daily. Actual average for 
1906, 2,128, 


Dayton, Laborers’ Journal, mo. Circulates 
generally in U.S. and Canada; 5c. agate line, flat 
rate. Av. for 1906,12,.816 copies. sole exclu- 
sively Union Laborers’ paper publisheu. 


Dayton. Religious Telescope, weekly. 2c. 
agate line. Average circulation 1906, 20.956. 


London, Democrat, semi-weekly. Actucl. ver- 
age for 196 8,668; now guarantees 8,800. 


Springfield. Farm and Fireside, over 4 cen- 
tury leading Nat. agricu't’! paper. Cir.435, 000, 


Springfield. Womans Home Companion. 
Circulation. 600.000; 150.000 abo.e guar- 
antee. Executive offices, N.Y. City. 


Youngatown. Vindicator. D'y. av.'06. 18.740; 
Sy. 10,001; LaCoste & Maxwell, N.Y. «& Chicago. 


Zaneaville. Times-Recorder. Ar. 1906, 11.- 
26, Guar’d. Leadsall others combined by 50%. 


OKLAHOMA, 


Oklahoma City, The Oklahoman. 906 aver., 
13.918; Mar. 1907,19,414, E. Katz. Agent, N.Y. 


OREGON. 
Portland. Evening Telegram. Largest exclu: 
sive circulation of any newspaper in Oregon. 
Portland. Journal, daily. 1906, 
25.878 ; for March, 1907, 28.850, 
The absolute correctness of the 
latest circulation rating ac- 
corded the JouRNAL is n- 
the publishers of Rowell’s 
American Newspaper Directory. 
who will pay one hundred dollars 
to the fi person who success- 
fully cortroverts its accuracy. 


Portland, Pacific Northwest, mo. 1905 average 
18,588. Leading farm paper in State, 
PENNSYLVANIA. 


Erie. Times, daily. arer. for 1906, 17.110; 
Mar., 1907, 18.678. H. Katz, Sp.Ag., N. ¥. 


Average , 


GUAR 
TEED 
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Marrisburg, Telegraph. Sworn ar. Feb., 14.- 
449. Largest paid circulat'n in A’b’g or no pay. 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for eicn day in 
the month of March, 1907: 


UA 
arg 
TEED 





Totai for 23 days, 6,942,746 copies. 
NET AVERAGE FOR MAKCH: 


267,029 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged. unsold, free and returned copies 
have becn omitted 

WILLIAM &. McLEAN, Publisher. 


Philadelphia, Contectioners’ Journal. 
Av, 195, 9,470; 1906, 5.514 (OO). 


mo. 


Philadelphia, whore Daily Gazette. Arer. 
circulation, 1906,daily 52.922: Sunday 52.4380. 
sworn statement, Circulation do0k3 vpen. 


_Philadelphia. The Merchants’ Guide, pub- 
lished weekly. ‘‘The paper that gets results.” 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 
paper. esides the Guarantee 
Star,it has the Gold Marks and is 
cn the Roll of Honor—the three 
most desirable distinctions for 
any newspaper. Sworn average 
circulation uf the daily Press for 
1906, 100,548; the Sunday I’ress, 137,863 
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Vhiladelphia, West Phila. Bulletin, week'y. 
Circulation 5.000, James L. Waldin, publisher. 


Pittsburg. The ern Presbyterian. 
circulation 1905, 21.26 


Seranton. Truth. Sworn c:reulation for 1906. 
14,126 copies daily, w.th a :teady increase, 


Weat Cheater. Local News, 
daily. WV, H, Hodgson, sverayesor 
1905, 15.29%. In its 34th year. 
Independent. Has Chester County 


to" vicinity for tts field. Devoted | 


news. noe 18 2 hone 
hester County is secona 


CI 
Ss the ‘State in agricultural wealth 


Average for 1906, 


York, Dispatch and Daily. 
17.769. 


RHODE ISLAND. 


Pawtucket. Evening Times. Aver. circulation 
for 196, 17.1. bs wworn). 


Providence, Daily Journal, 18.051 (©), 
Sundaj, 21,840, \O@). Ereniny Bulletin 56,« 
620 averaye (96. Providence iournai Co.. pubs, 


Providence. Real Estate Register; finance, 
b’ldg, etc.: 2,828; sub’s pay, 2442 of total city tax. 


Weeily | 
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Providence, Tribune, Morning 1; 
Even:ng 81,148: Sunday, 16,320. Mes 
progressive paper in the field. Eve 


wy edition guaranteed by Kowell’s Am x ri 


Me! ya 2 Sun. Geo. H. Utter, pub. aver. 
o2. Largest circulation in. Southern R. ] 


SOUTH CAROLINA. 


Charleston, Evening Post. Actu:i dy. aver. 
age for 196, 4.474. Decemoer, 196, 4,755. 

Coiumbina, State, Actual aver. 
age Jor 196, daily (OO), 11.237 
copies; semi-weekly, 2.625; 
day (OO), 1906, 12.22%, 
average for jirst three months. /%;, 
daily (QO ©) 12,525, Sunaay 06, 

3.8538. 
Spartanburg. Hervld. Actual daily a erage 
Jor 196, 2,180. December. 106, 2,250. 


TENNESSEE. 


Chattanooga, News. Aver, } 
mos. ending Dec. 31, 1906, 14.707, 
Only Chattanooga paper permit. 
ing examination circulation by 
Assoc. Am. Advertisers, Carries 
more advg 1n 6 vays than morn- 
mg paper7 days, Greatest Wanr 
Ad medium. Guarantees larg:st 
circulation or no pay. 


K noxvilie, Journal and Tri). 
une. Duily average year endin) 
December 31, 196.123.6922. Dui! 
aver. last 3 months 1906, 15.243, 

One of only five —" m 
the South. and only paper i 
Knoxviile awarded tie Gaarénte 
Star. The leader in this field 


Memphis, Commercial Appeal. daily, Sunday 
weekly. .average 1%6, duily 38.927; Sunda 
oS.256; weexlu, 80.985, ‘Smith & Thomps 
Representatives, N. Y. & Chicago. 
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Memphis, Times, Per... Circulation year 
endiny December, 1906, 2.9 


Nashville, Banner, daily. Aver. for vear (9%, 
31,405: Jan, 17, 88.388; Feb. 1907, 37.27 
TEXAS. 
Benumont, Texs, Enterprise. _Arerage 9”, 
5,487, presext output over 10,000 guaraiteed. 


El Paso, Herald. Feb. av., 7,181. Merch ants’ 
canvass: “Herald in 80% of all E, P. homes.” 


VERMONT. 
Barre. Times. daily. F. E. Langley. Arer. 195, 
8.027; 16,4,113, 


Burlington, Free Press. Daiiy average for 
196. 8.459. Largest city and State circula 
tron. Eecniced by Associution vf American 
‘Advertisers, 

Rutland. Herald. Average 1904, 2,527. Av 
eraye 1905, 4,286. Average 1906, 4, 677. 

St. Albana, Messenger. daily. Actual arerave 
Sor 1905,3,U51; for 1206, 3.488 copies per issue 


VIRGINIA. 


Danviile. The Bee. Av. 196, 2.867%. Mzreh, 
1907, 2,640. Largest cir’n. Only eve’g puper. 


Pr ae en News Leader. Sworn dy. av. 1%, 
1. Lurgest in Virginias and Carolinas. 


R ocky Mount. Franklin Chronicle. wy 


AY 
| 03,1,610; March, 07, 1,920 weekly. Home print. 


WASHINGTON. 


Seattle. The Daily and Sunday 
Times led all newspapers on the 
Pacific Coast north of Los Angeles 
m amount of advertising printed 
daring 1906, leading its nearest 
rival by over 178,000 inches display 
and 300,000 lines of classified. 
“That tells the Jong Be of re sults. 
Average circulation in 1906 2 dill. 
56,794 Sunday. Arerages for Meer U, 1907. 
were —Daily 44,911, Sunday 61,591. You get 
the b best uality and largest quantity of cireula- 
cion ectly blended when you buy space In 
= times,: ‘the. bigzest newspaper success of the 
last decade on the Pacific Coast. 
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Senttle, Post-Intelligencer (OO). 
Average for Mur. 1907, net—Sun- 
day, &S.959; Darly, 29.955; 
weeie day. 28.224. Only sworn 
circulation in Seattle; only guar- 
anteed Gold Mark and largest 
genuine and cash paid circulation 
in Washington ; highest quality, 
the best service, the ereatest results always. 


Tacomn, Ledger. ~ Average 1906, daily,16,059 
Sunday 21,79 vs. 

Tacoma, News. 
urday, 17.610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. callys R. E. Hornor, 
pub. Average for 1906, 2,640. 


Ronceverte. W. Va. News, dg Wm. B. Blake 
&Son, pubs, ver. 1906, 2,220 


WISCONSIN. 


Janesville, Gazette. Vly and s.-w’y. Cire’n— 
average 1906, duily 3.811: _semé- -weekly 2,683, 


Madison. State Journal, dy. Average 1906, 
8.602; for Jan. and Feb., 1907, 4,609, 


Milwaukee Ev- ning Wisconsin, d’ Y. Av. 1906, 
28.430 (O©). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 


Milwaukee. The Journal, oh ‘es 

independent Aver. for Mar , 
8: Mar., 1967. 51 Avo: 

Duilg gan, 7,547. The Journal’s 
paid cire ulation in the city alone 
is larger than the total paid circu- 
lation of any other Milwaukee pa- 
per, morning, evening or Sunday, 


Oshkosh, Northwestern. daily, Average for 


1906, 8.099. 
TE WISCONSIN 
GRICOLTORIST 


Racine. Wis., Estab. 1877. 
Actual weekly averaye for year 
ev.ded Feb. 28, 1907, 51,126. 
Larger circulation in Wiscon- 
sinthanany othe Ome Ad. 
$5.50 an inch. N. fice. Tem- 
ple Ct. W.C. Richarason, Mgr. 


Average 1906,16,109; ?Sat- 
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WYOMING. 


Chevenne, Tribune. Actual daily averaye net 


Sor 1446, 5,126; seni-weekly, 3,898 


BRITISH COLUMBIA. 
Vancouver. Province. daily, Arerage for 
1906. 10,161: Mar. 197, 12.854. H. LeClerque, 
U.S. RKepr., Chicago and New York. 


Victoria, Colonist, daily. Colonist P. & VP. 


Co. Average for 1906, 4,592 ; Jan., 197, 4,986. 
U.S, Kep., H. C. Fisher, New York. 


. 
MANITOBA CAN. 
Winnipeg. Free Press, daily and weekly. Ar- 
erage for 1906, daily, B4.559: daily Mar,, 1907 
37.902; wy. av. Sor mo. of Mar., 25.975. 
Canada's Ger- 
Rates 46c. inch, 


Win ipeg. Telegram. Daily aver. March, 
24,568. Weekly av., 20,287. Flat rate, 3c. 


NOVA SCOTIA, CAN. 
Valifax, Herald (© ©) and Evening Mail. 
Circutution, 1905, 15,558. Flat rate. 


ONTARIO, CAN. 
Toronto. Canadian Implement and Veh: cle 
Trade. monthly Average for 1905, 6.0383 


Toronto, Canadian Motor, monthly. pom age 
eirculition for 1906, 4,540, 


Winnipeg, Der Nordwesten. 
mai newsp’r, Av. 7906,16,177. 


Toronto, The News. Daily average circula- 
tion for the month of February, 1907, 40,210. 
Advertising rate 5é6c. per inch, flat. 


QUEBEC, CAN. 


Montresi. La Presse. La Presse Pub. Co. 
Lta., publishers. Actual average 1905, daily 
96,771; 1906, 100,087; weekly, 49,992. 


Montreal, The Daily Star and 
The Family *Herald and Weekly 
Suur have nearly 200.000 subscrib- 
ers, representing 1.000,000 readers 
—vone-fiftn Canada’s population. 
Ar. cir, of the Duily Star for 1906, 
60,954 copies daiiy; the Weekly 
Star, 128,452 copies each issue 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class, 





CONNECTICUT. 
\ ERIDEN. Conn.. MORNING K&CORD, Old es 
Fr tablished family newspaper. covers fleld 
60,000 high-class pop., leading Want Ad paper. 
Classitiea rate, cent a word; 7 times.5 cenisa 
word. Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
+ ok va and Sunpay STAR. byes oe] 
©). carries DOUBLE the number of 
Wan Abs of any other paper. Rate lc. a word 


ILLINOIS. 


HE Champaign NEws is the leading Want ad 
medium of Ventral Eastern lilinois. 


‘HE TRIBUNE 
vertising than any other Chicaso newspaper. 


cn EARLY everybody who reads the Eng- 
lish language in, around or about . 
cago, reads the DAILY ag ge says the Post-o, 
Review and that’s ny the DaILy NEws is Chi- 
cago s “want ad” director, i. 


hlish } ‘Roa 








INDIANA. 
HE INDIANAPOLIS NEWS prints every day 
every week, every month and every year. 
id classified (want) advertisements than 
ull the other Indianapolis papers combined. The 
total a, it eee in 1906 was 315,300. an 
uverage of over 1,000 every day, which is 126,929 
more than all ‘the Other. her Indianapolis papers had 


STAR LEADS IN INDIANA. 


During Feb., 07, the INDIANAPOLIS STAR gained 

159 columns over Feb . 06—the STaR’s nearest 

lost 7.5 the STAR carried 

33.75 more columns than its nearest competitor 

The [INDIANAPOLIS STAR has passed the 100.000 
circulation mark. Rates, 6c. per line. 


cpense HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 





INDIAN TERRITORY. 


A thhonaire, , Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Tepuine rates. 
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IOWA. 
fa Des Moines CAPITAL guarantees the lar- 
gest city and the largest total circulation 
in lowa. The Want columns give splendid re- 
turns always. The sg? is 1 cent a word; by the 
month $1 per line. is 
a week; Saturday oe big day. 





six evenings 


T= Des Moines REGISTER aND LEADER; onl, 

morning paper; car ries more ‘“‘want” 2 
vertising _ any other iowa newspaper. 
cent & WO: 


One 


KANSAS. 
PPEAL TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 


fa Topeka CAPITAL in 1906 gained £9,960 
paid “Wants” over 1995, and carried 15,933 
more tvan all other Topeka dailies combined; dc. 
tine. Unly Sunday paper. Largest circulation, 


MAINE, 
2 EVENING EXPRESS carries more Want ads 
than all other Portiand dailies comoined. 


MARYLAND. 
ibe Baltimore News carries more Want Ade 
than any other Baltimore gaily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 
WO”D AD, 10 cents aday. DatLy ENTER 
3 PRISE, Brockton, Mass. Circulation, 10,000. 


'I\Hi Boston EVENING TRANSCRIPT is the great 

resort guide for New Englanders. ‘hey 
expect to find all good places listed in its adver- 
tising columns. 


te te i ik Ye te 


4 2: BUSTON GLOBE, daily and Sunday, for 
he year 1906, printed a total of 444, 75). paid 
Pith Py There was a gain of 17,530 over the 
ed 1905, and was 201,569 more than any other 
Boston paper carried for the year 1906. 


RHR KKK 


WORDS, 5 days, % cer 2 cents 
PRISE, Brockton. Mass. Circulation, 10,000 


Datty ENTER- 


MINNESOTA. 
T HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medi of Mi 





as Minneapolis Daily and Sunday JOURNAL 
cerries more classitied —— than any 
other Minneapolis newsrp x ree Want? 
and no toned fer nor o| cotionable a 


adve an’ 
in Mareh, 192,088. 1 Individual savertion 
ments, 26,979. 


CIRO’LAT’N - 





lines, 


HE MINNEAPOLIS TRIBUNE 
the oldest Minneapolis daily 
and has over 100,000 subscribers 
It publishes over 80 columns of 
Want advertisements every week 
at price (average of two 
pages a day): no free ads; price 
covers both —_ and even- 
by Am. Newa.- ing issues. Rate, 10 cents per 
pauper Di'tory line, Daily or Sunday. 


MISSOURL. 
HE Joplin GLoBe cerries more Went ads 
than all other warere in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, lic. 


MONTANA. 


r ire Anaconda STANDARD is Montana’s great 
ant-Ad” medium: le. a word, Average 
palin... (1906), 10,778; Sunday, 14,007. 


NEW JERSEY. 
r he me EVENING NEws is the recognized 
ant-ad Medium of New Jersey. 


EWARK, N. J, FREIE ZEITUNG (Daily and 
Fk Sunday) reaches bulk of city’s 100,000 Ger- 
mans. One cent per word ; 8 cents per month. 
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NEW YORK. 


M\H® EAGLE has no rivals in Broo} |yn’s 
classified business. 7 

LBANY EVENING JOURNAL, Mastern y's 
best paper tor Wants and classifies ad~ 


AILY ARGUS. Mount Vernon. N. Y. (reat. 
est Want ad medium in Westcbester County, 


EWBURGH DAILY NEWS. recognized Je-ader 
in prosperous Hudson Valley. Cirevintion, 


UFFALO NEWS with over 95,000 circuixtion, 

isthe only Want Medium in ‘Butfalo : uid the 

eg ee Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly, The ree. 
ognized aud leaame Want ad medium for 
 anoagg ad mediums, mail order articles, advertis. 
 R novelties, eae. typewritten circuiars, 
ber stamps, office devices. adwriting. jit 
cone making, and practivally anything whicn 
interests and appeais to advertisers and nu;i- 
ness men, Classified advertisements. 20 vnis 
a line per issue flat, six worus to a line, 


ATERTOWN DalILy STANDARD. Guiran- 
teed daily average 1906, 7,000. Cent awora, 


OMG. 
OUNGSTOWN VINvICcATOR—Leading “Want” 
medium, le. per wora. Largest circulation, 
ORLAITIOMA. 


HE OKLsHoMAN, Okla. City. 19.414. Publishes 
more Wants than any 7 vkla. competitors, 


PENNSYLVANIA. 
tie Chester, Pa.. TIMES carries from two to 
five times more ctassifiea ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND. 


T= EVENING BULLETIN—By far the largest cir- 
culation and the be-t Want medium in lt. 1. 


HE EVENING TRIBUNE, Providence, R. [,, lar- 
gest paid circulation in the State. 


SOUTH CAROLINA. 
res NEWS AND COURIER (@O), Charleston, 
8.C. Great Southern Want ad medium, lc. 
a word; minimum rate 26c. 


WASHINGTON, 


HE Post-INTELLIGENCER 
Wash., is the — 
Ad” medium of the Pacific Northwest. 
Readers respond -*) Want ads be- 
cause every ad is a genuine “want,” hence 
greatest results to advertisers. Over 41 cv'- 
umns a ~~ * — the pine for March. 1907; 
26 departm 360 rate classifications. 
Write for now of copy. “hates, 10c. per line. 


fPHE Columbia STATE (OO) carries 
more Want ads than any other 
South Carolina newspaper. 


(02). Seattle, 
“Classified 


CANADA, 
A PRESSE, Montreal. Largest daily circula 
tion in C: ja without exception. (laily 
100.087. Saturdays 117,000—sworn to.) Carries more 
want ads than any newspaper in Montreal. 


T HE DaILy TELKGRAPH, St. Jobn, N. B . is the 

want ad medium ot the maritime Tat tn 
Largest circulation and most up to-date paver of 
Eastein Canada. Want ads ove cent a word. 
Minimum cnarge 25 cents. 


. ya Montreal DAILY STAR carries more Want 

advertisements than ail other Moncreal 
dailies combinea. The FamILy Heralp xb 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada 


MPHE Winnipeg FREE PRESS carries more 

“Want” advertisements than any other 

I rin Canada, and more advertisements 

of this nature than are contained in all tive other 

daily papers published in Western Canaiia com- 

bined. lates one —_ word per day, or four 
cents per word per w 
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©©) GOLD MARK PAPERS@@) 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (© ©). 





WASHINGTON, D. Cc, 
THE EVENING AND SUNDAY STAR (©O). 
Reaches 90% of the Washington homes. 


GEORGIA-' 
ATLANTA CONSTITUTION. Aver. 1905. Daily 
$8,590 (O©©), Sunday 48,731. Wy. 04, 107,925. 
AUGUSTA CHRONICLE (QO©). Only morning 
paper; 1905 average 6.043, 
ILLINOIS, 
GRAIN DEALERS’ JOURNAT, (QO), Chicago, 
prints more cias’fi’d ads than all others inits line. 


THE INLAND PRINTER, Chicago. (© ©). Act- 
ualaverage circulation for 1905, 15,866. 


BAKERS’ HELPER (© ©), Chicago. only “Gold 
Mark” journal for baxers, Oldest, beat known, 


TRIBUNE (© ©). Only paper in Chisago re- 
ceiving this mark. because TRIBUNE ads bring 
satistavtory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURNAL (O©). 

Best paper in city ; read by vest people. 


MAINE. 


LEWISTON EVENING JOURNAL. daily. Aver. 
for 1905, 7,598(@ ©), weekly 17,448 OO). 


MASSACHUSETTS, 
Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and wooien indts- 
tries of America (QO). 


BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1880. The only xold mark dai:y im Boston 


F TEXTILE WORLD RECORD (©), Boston. The 
medium through which to reach textile mills 
uring 1,885,000 horse power. 


WORCKSTER L’OPINION PUBLIQUE (© ©) is | 


the leading French daily of New England. 


MINNESOTA, 


NORTHWESTERN MILLER 


(©©) Minneapolis, Minn ; $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journal (@©). 


NEW YORK. 


NEW YORK TIMES (@©). Largest gold-mark 
sales in New York. 


BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©©). Rochester, N.Y. 
Best advertusiNg medium in this section. 


its class in cireul 





ARMY AND NAVY JOURNAL (@©©). First in 
tion, infi and p 4 


ENGINEERING NEWS (@60).—The leading pa- 
perin the engineering world.—Herald, Syracuse 


SCIENTIFIC AMERICAN (© ©) has the largest 
c:reulation of any technical paper in the world. 


VOGUE (@©) carried more advertising in 1906 
than any other magazine, weekly or mouthly. 


ELECTRICAT, REVIEW (© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 





NEW YORK HERALD (©©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. ‘hese people read tne 
CENTURY MAGAZINE. 


HARDWARE DEALERS’ MAGAZINE. 

In 1906, average issue, 20,791 (OO.) 
Specimen copy mailed upon request. 

D. T. MALLETT, Pub., 253 Kroadway, N. Y. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. <A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa bign- 
grade advertiser. 


ELECTRICAL WORLD (@©). Established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
of American Advertisers, Average weekly cir- 
cuiation first six months of 1906 was 18,865. 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Technical 
journai;40 years; leading vehicle magazine 


THE PRESS (© ©) is Philadelphia's Great 
fiome Newspaper. It is on tae Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 


| three most desirable distinctions for any news- 


paver. Sworn circulation of The Daily Press, 
100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
@o DISPATCH ‘o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg field. Only two-cent 
morning paper assuring a prestige most 
profitable to advertisers. zargest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 


PROVIDENCE JOURNAL (©), a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


THE STATE (©©0), Columbia, 8. C. Highest 
quality, largest circulation in South Carolina. 


VIRGINIA. 


THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 
THE POST [NTELLIGENCER (©©). Only 
morning paper in Seattle. Oldestin State. The 
biggest and best. Always reliable. Always ahead, 


WISCONSIN. 


THE MILWAUKEE EVENING WISCONSIN 
(@©), the only gold mark daily in Wisconsin, 


CANADA. 


THE HALIFAX AFRAID (@ ©) and the EVEN- 
ING MAIL, Circulation 15,558, flat rate. 
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of hotels located at the Summerfhio n 

\- | Winter Resorts of the United S@this 
i and Canada. The list will bj 
complete as that possessed by any paper in 
country. On account of the care exercis¢ 
compilation it should be the most accurate 
Resort lists. 

The issue of Printers’ Inx for May 22d 
be sent to the manager of the hotels upon 
list... The issue will contain informing art 
upon Hotel Advertising at Resorts. lt 
conform to the high standard set by prev 
Special Issues of Printers’ Ink, notably the i 
to Schools, put out in February. The aim 
be to make the number so valuable that it 
be preserved, and referred to when the ques 
of copy and mediums arises. 

Newspapers or magazines that desir 
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st Printers Ink 


and Winter Resorts 





@e a large share of Resort advertising can 
no more effective and economical medium 
this issue of Printers’ Ink. 








ress-Day for this edition 
May 15, 1907 








here will be no advance in the advertising 

, Which are as follows: 

LASSIFIED ADVERTISING: 20 centsaline. Dis- 
i@ ApverTISING: $40 a page; $20 a half-page; 
iW quarter-page; $3 an inch. If a Sprciriep 

ion, Selected by the advertiser, is allowed, 

e price is charged for the space used. 

ive per cent discount is allowed from 

prices if payment accompanies the order 


10 SPRUCE STREET 
NEW YORK CITY 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


t@ Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be te 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
— . abet Being painted Sabet ee 
type plates, itis always possible to supply bac’ 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES 

Advertisements 20 cents a line, pear! measure, 
15 lines to the inch ($3); 200 lines to the page ($40) 

For specified position selected by the adver- 
tisers, if granted, double price isdemanded. 

On time contracts the last 7 is repeated 
when new ps fails to come to hand one week 
in advance 0} a of publication. 

Contracts by the month, quarter or year. May 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. i 

Two lines smailest advertisement taken. Six 
words make a line. 4 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
weex in advance. 


OFFICE: NO. 10 SPRUCE ST. 
Telephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill, E.C 





New York, May 1, 1907. 








On Friday, April 19, at his 
home in Brooklyn, occurred the 
death of Edward D. Wayre, in 
his fifty-ninth year. Mr. Wayre 
had completed, on the Saturday 
previous, the thirty-sixth year of 
contin“ous service for Mr. 
George P. Rowell and allied in- 
terests. Those who had deal- 
ings with the agency of George 
P. Rowell & Company will re- 
member him as the book-keeper 
who was always to be found at 
the desk, from 1871 to 1903. More 
recently he was with the Printers’ 
Ink Publishing Company. Those 
who knew him best keenly regret 
the death of one whose ability 
and integrity in his work were 
above reproach. 


Government is the name of a 
new magazine just launched at 
Boston, by the Governmeit Pub- 
lishing Company, of that city. It 
will deal with applied politics in 
a serious manner, and aims to in- 
terest the solidest element of the 
reading public. The first issue is 
very handsomely printed. 


PRINTERS’ INK. 


Tue Akron, Ohio, Times has 
been enrolled upon the PRINTER;’ 
Ink Roll of Honor. 


THAT sign “largest in the 
world,” so often seen among us, 
is said to flourish only in Amer- 
ica. A little wholesome pessim- 
ism, a draught of moral and in- 
tellectual wormwood now and 
again, would be an_ excellent 
thing. But there seems to be no- 
body at hand to seriously admin- 
ister it—more’s the pity. In the 
present condition of affairs, the 
country might harbor both a 
Junius and a Juvenal to its sure 
profit, 
= 

In a circular sent 

out to advertise 

Wanted. its circulation the 
Neueste Nachrichten, of Kiel, 
Germany, recently printed _ illus- 
trations designed to show just 
what 60,000 actual subscribers 
represent. One illustration show- 
ed 60,000 men, drawn up in com. 
pany formation, marching upon 
the office of the paper in Kiel. In 
the picture the regiments appear 
to spread over a vast plain, and 
the array is assuredly impressive. 
Another drawing shows a net- 
work of railroad tracks, all cov- 
ered over with trains, and _ this 
illustrates the quantity of rolling 
stock that would be required to 
convey the 300,000 readers of the 
Nachrichten. The third illustra- 
tion attempts to give an idea of 
the amount of white paper re- 
quired for the newspaper, by pic- 
turing hundreds of trucks, all 
loaded down with rolls of print- 
ing paper. 

The Kiel paper is now being 
sued by the Bayrische Zeitung, ot 
Munich, which asserts that the 
idea was copyrighted and _ had 
been used before the Nachriciten 
employed it. The Nachrichten 
does not believe that the scheme 
originated with the Zeitung, how- 
ever, and seeks to prove that pa- 
pers in America have set forth the 
abstract facts regarding circulation 
in similar graphic form, PriNT- 
ERS’ INK would be glad to know 
of any publisher who belicves 
he employed the plan before the 
Munich Zeitung. 


Help 
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THE genius of the ad-writer, 
like the novelist and the poet, is 
the gift of expression. He canbe 
just as perfect an artist in his 
own line as they are in theirs. 


AccorDING to Printers’ INK’s 
figures, Vogue had a lead of 708 
lines at the close of the first 
quarter of the present year over 
the other weekly and monthly 
magazines. 


Tue H. T. Meany Advertising 
Agency will place the advertising 
for the estates of Long Beach, 
Wm. H. Reynolds’ real _ estate 
proposition, which he will en- 
cGeavor to make a rival of At- 
lantic City. 

Wuat is the limit of business 
that a gas company might pos- 
sibly secure in its town through 
advertising and_ solicitation? The 
city of Norwich, England, fur- 
nishes a criterion. According to 
the Scientific American, it now 
has 18,000 gas cookers, ‘with that 
many slot meters, and this is said 
to be the largest ‘number operated 
in any city in the world, per pop- 
ulation. Norwich has 100,000 in- 
habitants, 


se — Na- 
tiona ash Re- 
Register Ads. gister Company, 
Dayton, Ohio, comes a_ booklet 
showing a system of advertising 
that may be operated with this 
company’s machines. By the use 
of an electrotype, costing forty to 
sixty cents, and a special printing 
device inside the register, each 
sales slip may be printed both 
sides with whatever the merchant 
desires, either announcements of 
special offers or talks about staple 
lines of goods. Many merchants 
make these sales slips to take the 
place of trading stamps, and al- 
low three to five per cent face 
value in trade when returned, or 
give a free gift in merchandise 
for the return of a definite 
amount in face value. The slips 
cost eight cents per thousand to 
print, The booklet shows plans 
~ by different lines of retail 
trade, 


Cash 


Don C. SEITz, business mana- 
ger of the New York World, lost 
his eight-year-old son April 12, 
the little boy dying of meningitis 
at the family home in Brooklyn. 


W. B. BENJAMIN has been add- 
ed to the force of the Richard A. 
Foley Advertising Agency in 
Philadelphia. He has been con- 
nected with N. W. Ayer & Son, 
Powers & Armstrong, and _ the 
Massengale Agency, of Atlanta. 


“BuILDING FALLACIES,” a little 
hard-shell booklet from Hoggson 
Brothers, contract designers, New 
York, takes up matters concern- 
ing the building and furnishing of 
a home, citing misconceptions of 
the owner’s relation to architect, 
contractors, etc., and explaining 


the true relation and responsibil- 
ity of the latter. 


THE residence of Lafayette 
Young, publisher of . the Des 
Moines Capital, was very badly 
damaged by fire on Saturday 
April 13th. The damage amounted 
to about $12,000. Mr. Young is 
already reconstructing his home. 
It was particularly unfortunate 
inasmuch as it was a new home 
and had just been completed. 


BROOKLYN is to have a new de- 
partment store known as Darling- 
ton’s, a company having just been 
incorporated under the laws of 
New York State with $1,000,000 
capital The incorporators are 
Ralph Leininger, J. A. Kohner 
and George D, Beattys, all well 
known in Brooklyn. Mr. Lein- 
inger is one of the largest real 
estate operators in the borough. 
He is president of the Kingston 
Realty Company. Mr. Kohner; 
who for years was president of 
Journeay & Burnham’s, is a mem- 
ber of numerous society and busi- 
ness organizations. Recently he 
was elected to the local School 
Board. Mr. Beattys is an attor- 
ney representing large New York 
interests, Plans are not yet per- 
fected, nor has a site been settled 
upon, but it is announced that the 
new store will be high-class, and 
installed in its own modern build- 
ing. 
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THE appropriation of the Ital- 
ian-Swiss Colony, makers of 
Tipo-Chianti wine, has _ been 
placed with the Frank Kiernan 
Agency, New York. 


Tue IlVorld’s Trade Review, a 
new journal just launched at 
Chattanooga, Tenn., is published 
by Walter E. Ragsdale, John A. 
Moon, W. W. Deadrick and J. J. 
Ivins. 


Tue Frank Kiernan Agency is 
placing real estate copy for 
Thomas M. Henneberry. H. H. 
Fuller Realty Company, Dumont 
Realty Company, Shore Acres In- 
land & Development Comparty, 
and the McCormack Keal Estate 
Company. 


“Easy Money by Mail” is an 
article in the May Appleton’s 
Magazine describing the small-fry 
swindles and ten-cent schemes 
that operate just inside the law 
by means of classified advertising. 
‘Lhese swindles are chiefly of the 
“Work at home” variety, and the 
exposition in Appleton’s might 
well be gone over by every ad- 
vertising manager and’. publisher 
who has anything to -do with 
classified business. 


A Sterling While the Met- 
Publication ropolitan Maga- 

* gine, New York, 
is not among the monthlies whose 
circulation runs into half-mil- 
lions, it is nevertheless a solid 
publication with a very definite 
clientele, and receives considera- 
tion in the majority of high-class 
advertising campaigns. For years, 
during the boom of ten-cent 
monthlies, it held its readers with 
a news-stand price of fifteen 
cents. The quality of its art 
work has always been notable, be- 
ing a reflection of the personality 
of R. H. Russell, its publisher, 
who has long been identified with 
art books both in this country and 
Great Britain. It also publishes 
rather more serious articles and 
essays than most of the popular 
magazines, and has made a spe- 
cialty of the best works of well- 
known English writers. 


PRINTERS’ INK. 


Health- poaeny 
magazine owned by Albert Turn- 
er, has been moved from 15) 
West 23d street, New York, to a 
building of its own in Passaic, 
N. J. A New York office will 
be maintained at 1135 Broadway, 
however, and Mr. Turner will be 
there each Tuesday from ten to 
three. Both editorial and_ busi- 
ness offices will be in Passaic. 


the hygienic 


Hattie WILLIAMS, an _ actress, 
starring in “The Little Cherub,” 
has begun a suit in the Supreme 
Court of New York State to re- 
strain Funk & Wagnalls, as pub- 
lishers of the Circle magazine, and 
the Carey-Stafford Company, also 
publishers, from continuing to 
publish her photograph as an ad- 
vertisement for the ‘magazine. 
The law passed in 1903 makes it 
a misdemeanor so to use a por- 
trait or picture of any person 
without that person’s written 
consent. The Circle published her 
picture ingconnection with a group 
consisting of several actors in 
“The Little Cherub” to advertise 
a book published by the Carey- 
Stafford Company. 
An attractive var- 
iety of savings 
vomitiie. for 


A New 
“‘Saver.’ 


use by savings banks in persuad- 
ing people to open new accounts, 
is now being put out by the 
Franklin Society, Park Row and 


Beekman street, New York, In- 
stead of the familiar “home saver” 
that holds a -half-pint of coins, 
this new receptacle, of steel, is 
made to resemble a leather-cov- 
ered pocket diary, and can be car- 
ried in the vest-pocket. It will 
hold several dollars in small coin. 
The possessor gets it free by de- 
positing fifty cents to open an ac- 
count, and always has his bank 
with him. The covering is of 
leather, and has room for quite 
a little lettering if same is desir- 
able. These banks can only be 
opened by a master key, and are 
consequently brought in to be 
emptied, Another style is made 
in imitation of a cigarette case. 
They cost about seventy-five cents 
apiece wholesale, and are made by 
the W. F. Burns Co., Chicago. 
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Ir is stated that Gerald Pierce 
has resigned as advertising mana- 
ger of the Record-Herald in Chi- 
cago. 

Tue Harmsworth Self-Educa- 
tor Magazine will be published 
monthly in the future instead of 
fortnightly. 


Tue Youngstown, Ohio, Vindi- 
cator has the largest circulation of 
any newspaper published between 
Buffalo on the east, Pittsburg on 
the south, Columbus on the west 
and Cleveland on the north. 


Tue Real Estate Supplement 
of the New York Times: for Sun- 
day, April 14, contained 33,652 
lines of real estate announcements 
—the largest amount ever carried 
in one issue by a New York 
newspaper. 


Tue Des Moines News claims 
thirty-three and one-third per 
cent more paid circulation than 
any daily in the city of Des 
Moines and asserts that it will 
give advertisers contemplating 
the use of its columns, three 
months’ free advertising, if they 
can not prove it to their satisfac- 
tion. 


The postal rate 
on American 
magazines sent 
into Canada will advance to four 
cents a pound May 8, an increase 
of 490 per cent on the old second- 
class rate of one cent a pound 
paid by publishers. Some of the 
magazines will actually gain by 
this rate, however, as the Can- 
adian postoffice officials made up 
a list of prominent publications a 
year ago on which the full rate 
of eight cents a pound was 
charged. The Delineator is one 
of these. The old rate is accord- 
ed magazines from England, but 
though this is objected to, the 
competition is not very keen, as 
Canada takes few British periodi- 
cals compared with those sent 
from this side of the border. In- 
crease will fall, of course. upon 
the Canadian reader, as addition- 
al postage will be charged on sub- 
scriptions - from. that, country. 


Postage to 
Canada. 


INK. 


Tue April issue of House and 
Garden, which arrived too late to 
be included in the magazine sum- 
mary for that month, carried sev- 
enty-one columns of paid adver- 
tising, or 10,368 lines. 

THE Hampton Advertising 
agency, which a year ago moved 
to the ninth and tenth floors of 
the building at 7 West 22d street, 
New York, is now compelled to 
take the eighth floor to accom- 
modate growing business, and on 
May 1 will be installed in new 
offices there. 


AN assortment of new supple- 
mentary advertising literature 
from the New York Edison Com- 
pany includes several attractive 
envelope fillers, blotters and simi- 
lar novelties to go out with let- 
ters, bills, etc., and also for dis- 
tribution by solicitors. A distinct 
novelty is a set of about one 
dozen different letter-heads, each 
displaying some form of light or 
service. All correspondence re- 
lating to arcs, for instance, is 
written on a special arc head, and 
letters dealing with nernst lamps, 
incandescents, etc., the same. 


With the issue of 


Eighty Years 


Old. cen 


18 the 
Youth’s Com 
fanion celebrated its  eightieth 
birthday. Founded in 1827 as a 
journal for children, it became in 
1857 “a paper for young folks and 
for general family reading.” 
Charles A. Dana once said that 
the Youth's Companion was the 
best edited publication he knew 
of, and this high character in its 
reading pages has dominated the 
advertising columns. No journal 
has higher business standards than 
the Youth’s Companion. It is to 
be regretted that this staid old 
weekly has not kept its leadership 
in quantity of business carried. 
Lack of exploitation has rather 
cast it into the background the 
past ten years, under competition 
of newer and more aggressive 
mediums, but the foundation for 
a great and profitable property 
remains, nevertheless, and in the 
course of time somebody will un- 
doubted!y build upon it. 
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Tue Publishers’ Commercial 
Union offices in New York have 
been moved from Temple Court 


to the Brunswick Building, Fifth 
Avenue and 6th street. 


H. R. Reep, for eleven years 
western manager of the Review 
of Reviews, has been appointed 
advertising manager of the Red 
Book and the Blue Book, 

Ses 


Tue Frank Kiernan Advertis- 
ing Agency, New York, is placing 
the advertising of the John H. 
Woodbury Dermatological Insti- 
tute in New York, Boston, Phila- 
delphia and Chicago papers. 


Tue Day, of New London, 
Conn., has had printed a list 
which shows the exact distribu- 
tion, in and out of town, among 
agents, newsdealers and news- 
boys, of the issue of the paper for 
March 30th. At the foot of the 
list is a detailed statement of 
copies printed for the first three 
months of the current year, which 
shows an average of 6,279 copies 
daily. 


A Fat The April Delin- 
eator was a rec- 
Issue. ord-breaker in 
point of advertising carried, the 
total of paid business reaching 
23.262 lines. W. Black, the 
advertising manager, has issued a 
schedule of this advertising, show- 
ing the space taken by each con- 
cern, and grouping the various 
advertisers according to retail 
outlets. There were forty-one 
articles sold in drug stores, twen- 
ty- eight in grocery stores, fifty- 
eight in dry goods and depart- 
ment stores, forty-four in general 
merchandise stores, and ten in 
novelty and toy stores, The issue 
carried thirteen full-color pages, 
including covers, as follows: 
Colgate & Co., New York; Eaton- 
Hurlbut Co., Pittsfield, Mass.. Diamond 
Dyes, Burlington, Vt.; Cook’s Lino- 
leum, Trenton, N. J.; Stearns & Foster 
Mattress, Cincinnati; New Majestic 
Washer, Richmond, Va.; Victor Talk- 
ing Machine, Camden, N. J.; Jap-a-lac, 
Cleveland; G 
cago; Milkweed Cream, Detroit; Ivory 
Soap, Cincinnati; Sanitas Corn Flakes, 
_ Creek; Mich.; Corn-Kinks, Buf- 
Alo. 


D. Justrite Corset, Chi- . : J 
_kind of merchandise as on an- 


THE Nashville Tennessean, a 
daily. weekly, and Sunday paper, 
was launched the last week in 
April. 


THREE ‘pages was the size oi 
space taken in Chicago dailies 
April 1 to advertise Ceresot 
Flour. These ads measured 6,300 
agate lines, and were said to be 
the largest ever printed in that 
city for a single commodity. 

REAL estate men find Italians 
a very good class to cultivate in 
selling small farms, suburban lots, 
etc., according to the New York 
Evening Post. Agents promot- 
ing such properties frequently ad- 
vertise for sub-agents among 
Italians, men who talk up certain 
properties among their compatri- 
ots and arrange for Sunday visits 
to subdivisions. Sales are good, 
and usually paid for in cash with 
tattered bills that the owner has 
hoarded on his person, in distrust 
of savings banks. The Italian 
newspapers of New York aiid 
other cities carry considerable 
quantities of realty advertising. 


The Cocoanut 

Our farmers of Flor- 
Postoffice. ida sometimes 
post their “bulbs” to their north- 
ern visitors as mementoes. Under 
the direction of the Third Assist- 
ant Postmaster-General, the Post- 
master at Palm Beach, Florida, 
has been accustomed to allow 


cocoanuts to go through the mails 


as “Bulbs,” etc., 
eight cents a pound. 
however, a cocoanut farmer of 
Palm Beach, being in Miami, 
Florida, thought he would mail 
some of his “bulbs” from that 
postoffice, when lo, and _ behold! 
the Miami Postmaster informed 
him that under instructions from 
the Third Assistant Postmaster- 
General, cocoanuts, at his office, 
must be classed as merchandise, 
and pay sixteen cents a pound. 
This is a sample of+similar’ in- 
stances that, are arising constantly 
throughout the country under our 
double-headed parcels post, with 
its rates twice as much on one 


for planting, at 
One day, 


other of almost precisely the same 
character, 
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Tue Daily Advertiser, Newark, 
N. J., appeared as the Evening 
Star on April 29, and will here- 
after sell for one cent. James 
Martin, who started the Newark 
Morning Star five months ago, 


has remodeled the paper, which 
was established in 1832, asa daily, 
and in 1796 as a weekly, 


ALBANY is the place where thé 
next annual dinner of the Ameri- 
can Periodical Publishers’ Asso- 
ciation will be held, the date be- 
ing May 17, at the Hotel Ten 
Eyck. This is one of the star 
advertising events of the year, 
and the publishers, as usual, fur- 
nish hotel accommodations for 
invited guests. On the day of 
the dinner a daylight trip up the 
Hudson will be made on _ the 
Steamer “New York,” chartered 
for the occasion. 


THE FIRST COVER PAGE. 


St. Louis, April 22, 1907. 
Editor of Printers’ INK: 

We regret exceedingly to inform you 
that we will not in position to re- 
new our contract for outside front 
cover position of Printers’ INK. This 
cancellation is to become effective with 
your issue of May 2oth, with which 
we understand the present contract will 
expire. We are giving you this ad- 
vance notice so that you will have 
ample time to dispose of this special 
position to some other publication which 
Fy sure will be glad to grab hold 
of it. 

In giving you this advice I want to 
add that it is a matter of extreme re- 
gret to us that, after occupying this 
position for several years with suc 
splendid results to our company, we 
must discontinue the contract for rea- 
sons, understood by you, in connec- 
tion with our _ controversy with 
the Postoffice | Department. Were 
it not for the present condition of 
affairs, we would be only too anxious 
to renew the contract again; and you 
can rest assured that just as soon as 
our affairs assume a normal condition 
we will be back again with you with 
full page copy, even though we can’t 
have the outside front cover. 

Yours very truly, 
The “Woman’s MaGazIne,” 
A. P. Coakley, Adv. Mgr. 


There were four names upon 
the “waiting list” for this posi- 
tion in Printers’ INK one year 
ago, and since then another name 
has been added. The Lord & 
Thomas Agency will be given the 
first opportunity to “‘grab hold of it.” 


3° 


New books and subscriptions to 
magazines are given in exchange 
for slips issued by the Magazine 
and Book Co., 256 Broadway, 
New York. These slips are pack- 
ed with well-known trademarked 
goods, and the consumer, by re- 
fetring to the company’s cata- 
logue of offers, can use them as 
cash in subscribing to magazines 
or ordering recent novels, etc. 
The company is now advertising 
its plan in general mediums, and 
where manufacturers adopt its 
slips, or coupons, notifies the 
public that labels from packages 
will be accepted until slips are 
included in new goods going out. 
Library slips are now found in 
these commodities : 


Calumet Baking Powder; Erie Can- 
ned Fruits, Vegetables and Preserves; 
Force, Presto, H-O Oatmeal, and other 
H-O Products; German-American Cof- 
fees and Teas; Heide’s Licorice Pas- 
tilles and Jujubes; Jell-O Ice Cream 
Powder; None-Such Mince Meat; Pabst 
“Best” Tonic; Pro-phy-lac-tic Tooth 
Brushes; My Wife’s Salad Dressing; 
Sunny Monday Laundry Soap; Scrub- 
E-Z Soap and Brush; 3 in One Oil. 

“Practical Sug- 
gestions for the’ 
: Distribution of 
Calendars” is a_ sensible booklet 
from Brown & Bigelow, calendar 
publishers, St. Paul, Minn., and 
Toronto. With fine calendars re- 
producing valuable paintings, such 
as are sent out to-day, this con- 
cern advises attaching a slip giv- 
ing the biography of the artist. 
describing his work, and talking 
about this particular picture, This 
adds interest and value. In other 
cases it is advisable to send out, 
not calendars, but invitations ask- 
ing people to call for one, on the 
ground that the calendar itself ‘is 
too valuable to send by mail. 
Here is a form for such an invi- 
tation: 


We have obtained the exclusive use 
in our city of an exceptionally beauti- 
ful calendar subject, entitled ——, the 
original of which was painted by one 
of America’s most talented artists, " 
The reproduction, itself, is the work of 
Brown & Bigelow of St. Paul, who 
have brought the photo color process 
of reproducing high art paintings to its 
highest point in America to-day. 

he calendars are. far too valuable 
to be trusted to the mails and so we 
are holding one for you at our office. 
The presentation of this card will en- 
title you to it, 


To Send 
Calendars. 





PRINTERS’ INK. 


MILKMAN’S ADVER- 
TISING. 


THE 


Milk is one of the most widely 
used staples, and a commodity that 
offers many variations in qual- 
ity and purity. It is a commodity, 
too,, about which a good many 
communities are worrying just 
now. The New York Board of 
Aldermen has lately finished a 
pure milk investigation lasting 
several weeks. ~On every side the 
public is demanding stricter sani- 
tary measures in the production, 
handling and shipment of milk. 

Now ought to be an excellent 
time for the dairymen or milk 
supply company with a really 
pure, clean, high-grade article, to 
follow the example of this Boston 
concern, and tell what's what 
about proprietary brands of milk 
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in daily newspapers. Even an an- 
nouncement as curt as this one 
ought to bring good results in 
orders on wagon routes, while 
much larger returns could be won 
by entering more fully into the 
details about cows, stabling, milk- 
ers, pasteurization, handling, bot- 
tling, etc. 

The story of pure, clean milk is 
interesting. It would not only be 
strong of itself, but is made even 
more impressive by the story of 
impure and unclean milk. The 
responsible dairy company, with 
its own herds, has every advan- 
tage over a mere middleman who 
peddles the product of countless 
small dairy farmers, handled un- 
der no one knows what hideous 
conditions, and swarming with 
bacteria. It has been found that 
an immense number of the cattle 


in New York’ are tuberculous, 
The large dairy with a modern, 
efficient pasteurization plant js 
alone in position to deliver milk 
that is safe to use. This can be 
demonstrated in advertising, and 
there is also. the story of certitied 
milk to be told, with many othe: 
milk details of direct interest to 
the public. 

The milkman has thus far. been 
an indifferent advertiser, when he 
advertised at all It may be 
offered as an excuse for him that 
his goods carry a slight margin 
of profit. Yet that isn’t such a 
good excuse as it might be, either, 
for by proper advertising of milk 
that was above suspicion, and a 
little educational work in the 
community, it would be compara. 
tively easy to get better prices 
from the public. A penny or two 
additional per bottle means noth- 
ing to the well-to-do consumer, 
while purity means everything. 
The old principle that quality 
goods bring the best results in 
advertising would apply with pe- 
culiar fitness to the milkman’s 
proposition. The trade in milk 
for babies alone ought to be 
worth going after on such a 
basis. 

While the Borden 
lately spent considerable money 
for national milk publicity, this 
proposition of advertising for the 
milkman seems to be _ largely 
local. Newspaper publishers ought 
to look up the dairy concerns in 
their communities that have the 
facilities and the product to war- 
rant vigorous advertising. Pub- 
lishers seem to have givenas little 
attention to exploiting this com- 
modity as the dairymen_ them- 
selves. Public opinion is now 
trying to do what one or the 
other of them, or both’ working 
together, should have done long 
ago—first reform the milk supply, 
and then tell the public about it. 


———_+or— 
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ADVERTISING makes it possibk 
man to get his picture in the 
all over the country without fir 
ing some one.—White’s Class 
tising. 

Para edn vO 

In time, perhaps, the State will pro- 
vide for its business health the 
maintenance of free advertising dispen- 
saries.—-Exchange. 





rculous, 
nodern, 
lant is 
or milk 
can be 
gz, and 
ertitied 
y othe: 
Test to 


ur. been 
vhen he 
ay be 
m_ that 
margin 
such a 
either, 
»f milk 
and a 
in the 
mpara- 
prices 
or two 
. noth. 
sumer, 
ything. 
quality 
ilts in 
th pe- 
kman’s 
» milk 
to be 
uch a 


; have 
money 
this 
or the 
argely 
ought 
rns in 
ve the 
) War- 
Pub- 
s little 
com- 
them- 
now 
the 
yrking 
long 
upply, 
ut it. 


for a 
papers 
t_kill- 
Adver- 


ill pro- 
vy the 
dispen- 


PRINTERS’ INK. 33 


\ HOUSE ORGAN THAT 
GCES AGAINST PRECE- 
DENT. 

THE “SILENT PARTNER,” EDITED BY 
DAVID GIBSON, PAYS BETTER THAN 
TRADE PAPERS—BUT EVERY HOUSE 

ORGAN HASN’T A GIBSON. 


In April, 1906, the Globe Ma- 

chine & Stamping Company, of 
Cleveland, decided that whatever 
might be the case with others, 
trade paper advertising was not 
paying them. 

As a result of that decision the 
Globe Machine & Stamping Com- 
pany is, to-day, the best advertised 
machine shop in the country, and 
it has achieved a success that is 
remarkable even in these days of 
clever advertising. The Globe 
Company is putting out, perhaps, 
the best written and most interest- 
ing house organ extant. It has 
attained a circulation of over 2,000, 
several hundred of which are paid 
for at the rate of a dollar a year, 
and seven-eighths of the names on 
its mailing list are those of officers 
in the largest concerns in the 
country. 

The name of this house organ 
is the Silent Partner. In Marcha 
circular letter, sent out under a 
one-cent stamp to the entire mail- 
ing list of the paper, asking 
whether the people were getting it 
regularly and whether they wanted 
it continued, brought 85 per cent 
of replies saying that they knew 
they were getting it and that they 
wanted to get it in the future, and 
nearly half of the replies were on 
letterheads and were personal let- 
ters from big men who chose to 
write themselves instead of en- 
trusting subordinates to reply on 
the postal cards which were en- 
closed. 

But this must not be taken as 
proof that business men all read 
circulars. and especially circulars 
coming with the green stamp on 
the envelope. The reason given 
by thy Globe people for the suc- 
cess ef their circular in avoiding 
the waste basket is simple. It was 
the fict that on the envelopes 
were printed the words “Regard- 
ing the Silent Partner.” It was 
the poper’s popularity. that won. 
As a matter of fact, the use of the 


one-cent stamp was a deliberate 
test to see whether the name of 
the Silent Partner was as well 
known and as potent as its pub- 
lishers believed it to be. 

The Silent Partner is a publica- 
tion that would command atten- 
tion anywhere. It is well printed 
on antique book paper and usually 
contains twenty-four pages. The 
cover differs in color each month 
and is printed in two colors. The 
inside printing varies in color 
from month to month, sometimes 
being brown, next month black, 
and some other month green or 
slate. The Silent Partner is pur- 
posely made of a size to fit the 
pocket, the idea being that the 
busy man will carry it home to 
read at leisure. That a great many 
of the readers of the Silent Part- 
ner do read it at home is shown 
by the fact that many men who 
originally received it at their of- 
fices have requested that it be sent 
to their home addresses. Another 
significant fact revealed by their 
letters is that in order to be sure 
of a copy for themselves recipients 
have asked that another copy be 
sent to people in the same office 
who insisted on borrowing and 
keeping the little paper. 

The story of the Silent Part- 
ner’s birth and progress to matur- 
ity as an advertising idea is told 
in the words of A. F. Schroeder, 
secretary and manager of the com- 
pany, and the man who origi- 
nated it. 

“In April last year,” says Mr. 
Schroeder, “we came to the con- 
clusion that trade-paper advertis- 
ing was not a profitable thing for 
us. For the concern that has an 
article of merchandise to sell, 
trade papers may be all right, but 
we found that we could not sell 
the only thing we had to sell, our 
services, through the trade papers. 

“Our original idea was to get 
out a little four-page affair that 
would tell our story in: a simple 
but interesting way. The April 
and May issues, which were writ- 
ten for us by a local advertising 
man, were small affairs and almost 
entirely advertisements. But the 
man who got out the first two 
issues left town and this proved to 
be a piece of good fortune. for us, 
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We cast about for some one to 
write the next issue of the Silent 
Partner, and one day there walked 
in a rather striking individual who 
announced that his name was 
David Gibson and that he under- 
stood that we were looking for 
some one to do some writing. 

“Mr. Gibson was an_ experi- 
enced newspaperman, but had 
never written any advertising. We 
explained what we wanted and he 
said he could do it. When we 
asked what his services were 
worth he said that as he had never 
done anything in that line, he did 
not know, but he thought that ten 
dollars would be about right. It 
costs us more now. 

“With Mr. Gibson’s advent we 
decided to change the style of the 
Silent Partner. We made the bulk 
of our paper of interest to any 
business man and confined the ad- 
vertising to our own and only a 
little of that. 

“Up to November last there was 
hardly any advertising in the 
Silent Partner. We started in to 
get circulation. At the start we 
bought lists from concerns that 
have them to sell, but the biggest 
part of our circulation has come 
to us from other sources, mainly 
our correspondence. 

“On the back of the Silent Part- 
ner each month we print a notice 
which says that the paper will be 
sent free to actual or prospective 
patrons. Of those out of our busi- 
ness range we ask that they send 
a dollar, that is if they think it is 
worth it. If not, we say, send in 
your name and we will mail it 
anyway. 

“A great many people send the 
dollar. A lot more say they will 
send it if we want it, but we never 
write back saying that we do not 
want it, nor do we send them a 
bill. If they send the dollar we 
are glad, if not we send the paper 
free.. We do not confine our list 
to people who may need our serv- 
ices. We even have school teach- 
ers and doctors and lawyers on 
our list, and we believe that they 
help us. 

“We know that the Silent Part- 
ner brings us business. We know 
that the trade journals never did. 
Our magazine, for we call it that, 
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reaches its readers at a time when 
the trade journals do not. It js 
read through and as our adverts. 
ing is the only advertising in it 
that is read too. 

“We are still using about fifteen 
trade papers to advertise our tun- 
bling barrels, but we shall stop 
them all before long. In every aé- 
vertisement we mention the Silent 
Partner, and thus get additional 
names for our list. Thus we are 
letting the trade papers dig their 
own graves. 

“Our business is a peculiar one, 
because, as I have said, the princi- 
pal thing we have to sell is our 
services. About 20 per cent only 
of our total business is the sale of 
tumbling barrels. About 40 per 
cent of the business is the manu- 
facture of parts for automobiles, 
parts that the maker and other 
machine shops do not care to 
make. About 30 per cent of our 
business is the manufacture of 
special parts for other lines, and 
about a tenth the developing of 
ideas and models for inventors. 
We devise special ways of making 
things and make the tools to do it 
with. Often we find new ways of 
doing special work with ordinary 
tools. We don’t go after the work 
of making small parts in enor- 
mous quantities, for generally 
large quantities can be made more 
economically by others and we 
always tell our patrons so. But 
until the demand for a part is 
large enough to justify a user in 
putting in his own plant, or until 
he needs them in tens of thow- 
sands, we can do the work better 
than anyone else. 

“The men we are after are 
superintendents and others who do 
not have time to wade through 
the advertising pages of trade 
journals: We reach these men 
through the Silent Partner. We 
began to publish it in April last 
year, but we didn’t begin to feel 
the effect until we had published 
six or eight issues. It took that 
long before people found out what 
sort of paper we were sending 
them, and we know that a large 
part of the early issues went into 
the waste basket before people dis 
covered that we were putting ou 
something besides an ordinary cll 
cular. 
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“When the people we were aim- 
ing at found out that here was 
something different we began to 


We know that the Silent Partner 
js read and preserved and that the 
early numbers were not. Recently 
we offered to bind, free, all com- 
plete sets sent to us, but we got 
very few. We also offered to buy 
early numbers at high prices with- 
out getting them. 

“Now that we have established a 


ing about our own business. We 
get a large part of our inspiration 
from the mail that we receive and 
from people and events as they 
We suggest the things to be 
Gibson writes them, 
and then we go over with him 
what he has written, pruning and 
changing until each article suits 
We say just what we please 
and don’t care who is hurt as long 
as we are honest in our opinions. 
We roast any man or any institu- 
ion, no matter how dear to others, 
if we think the man or the institu- 
tion deserves a roast. We find 
that people do not think any the 
ess of us for saying what we hon- 
estly think, even if they cannot 
agree with us. 
“For any business at all like 


beats trade paper advertising. 
may not be so always, but to-day 
a good, interesting house organ 
vill be read by more people and 
vill accomplish more advertising 
han trade-paper space. Just look 
at that copy of the Automobile 
Trade Journal. It has 550 pages, 
of which 400 are advertising. 

here are twenty more papers in 
he field it covers. Laid on top of 
each other they would make a pile 
six or eight inches thick. Who is 
going to see our advertisement in 
hose thousands of pages?” 

The Pastor-To-His-Flock style 
of writing used in the body of the 
Silent Partner is carried into the 
advertisements. They are very 
personal and have a heart-to-heart 
one that is refreshing. There is 
nothing dry about these advertise- 
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ments. Stress is laid on certain 
features of the Globe Company’s 
way of doing business, such as its 
inability or disinclination to quote 
prices in advance on experimental 
work. Catchy phrases like “We 
produce the parts commonly neg- 
lected—the parts no one else wants 
to make—and we make them 
well” are constantly repeated. An- 
other favorite phrase is “We are 
specialists on delivering the day 
promised.” But the most striking 
phrase used is “Remember we 
have no whiskers to deceive.” 

These striking sentences are not 
confined to the advertising, how- 
ever. One of the most interesting 
parts of the magazine is the 
monthly page or two of epigram- 
matic sayings, some original in 
their entirety and others made by 
twisting well-known maxims into 
other meanings. These are placed 
on the first reading page under the 
suggestive heading “Bait.” They 
are largely copied by other house 
organs and other advertisers and 
even by publications of national 
circulation. 

The Silent Partner’s publishers 
have been repeatedly approached 
by other firms desiring advertising 
space and many offers have been 
received from advertising agencies 
wanting to turn it into a general 
advertising medium, but these 
offers have always been politely, 
but firmly, turned down. 

——~+~o>—___—_. 
DIFFERENCE BETWEEN 
AND SALESMANSHIP. 


How many traveling salesmen would 
lose their jobs if they were obliged to 
walk into a store, step into a booth, 
dictate their little speech to a grapho- 
phone and go back to the hotel to wait 
results? Yet this is practically what 
the mail-order man must do, and even 
he lacks the assistance and powerful 
aid of the human voice. The average 
salesman would not make a successful 
mail-order man because he is more of 
an actor than a writer. He may un- 
derstand the principles of salesmanship; 
he may be an artist when applying them 
by physical movement and word of 
mouth, but he would cease to be the 
leading man and would degenerate 
with accelerating velocity into an ama- 
teur scene shifter if he attempted to 
put his salesmanship on  paper.— 
White’s Class Advertising. 


SS os 


COPY 


You never heard of a solicitor mak- 
ing a trip in which he did not locate 
seyeral gilt-edged prospects.—Exchange, 
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“BEST I CAN FIND.” 


Enclosed find $6.00 for another keg of ‘ 
your news ink. It isthe best I can find. 
Job inks ordered from you are also en- 
tirely satisfactory. 

‘* DEMOCRAT,” Marlin, Texas. 


Mr. J. M. Kennedy is the publisher of the 
‘*DeEmocraT,” Marlin, Texas, and he never fails to 
say a good word for my inks and my methods 
whenever the opportunity presents itself. He has 
been using my inks for quitesome time, and never 
squeals about paying for them in advance. He 
knows that if they are not up tothe highest stand- 
ard of quality, the money will be refunded, also 
the transportation charges. Send for my sample 
book and price list. Address, 


PRINTERS INK JONSON, 
17 Spruce Stz, New York. 








THE greatest paradox in the advertising field 
is the advertising agent and his literature. 


THAT is, with few exceptions. 


NO matter how high class is the service given 
to his clients by an agént, the standard of the printed 
matter advertising himself is almost invariably low. 


IT is just as easy, and cheaper, to get excellent 
printed matter as the inefficient kind. Good 
printing service is made up about half and half of 
technical skill and brains. 


THE SBARTA PRESS, of Boston, has 
brought this formula to a higher working state of 
perfection than any printer in America. 


Let them explain this in an interview or by 
correspondence. 
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John Adams Thayer 
Wants to find— 


somewhere in the Literary—Advertising—Newspaper field— 
A MAN who believes that he possesses extraordinary ability to 
write (in good simple English) interesting, truthful and forceful 
short paragraphs on any subject that may (or may not) be 
suggested to him, whether it be President Roosevelt or E. H. 
Harriman ; Divorce Laws or Labor and Capital; Balloons 
and Aeroplanes or Street Car Traffic. | 


A complete library of dictionaries, biographies, encyclopaedias, magazines, news- 
papers, etc., etc., will be at hand to supply some of the necessary information and 
facts, with personal assistants to verify the truth of them. 


Somewhere 


in this country there is a young man, who not only thinks 
he does, but actually does combine to some extent the remark- 
able writing ability of Edward W. Bok, Thomas W. Lawson 
and Arthur Brisbane. 


The Man 


who comes near to the above combination of ability will be 
able to earn from two to five times the salary he is now 
making, for I shall want a man of that calibre as editor of one 
of the departments of my new {or old) publication (weekly 
or monthly), to be issued over my name as Publisher, in New 
York as soon as my plans are completed. 

The man who has these qualities, and the other qualities 
that go to make up a good-sized, straight man, will give him- 
self a boost to fortune and prominence by writing 

JOHN ADAMS THAYER, 
130 Rue de la Pompe, Paris, France. 
P.S. My publication will be national in character; finely illustrated, beauti- 
‘ully printed and typographically perfect. The first issue will have an edition of at least 
100,000 copies (sold) and will contain much advertising. 
P S.No. 2. Ihave always been connected with successful magazines: Ladies’ 


fome Journal (7 years); Munsey’s (x month); Delineator (4 years); Everybody’s 
Magazine (3 years). 
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Seana MAGAZINE did not 
assume the title of the Marketplace 
of the World until it was prepared to give 





its endorsement to the goods sold therein. 
This endorsement is msured by the fact 





that goods not worthy of such endorsement 
are prohibited the use of the Marketplace. 


CURTIS P. BRADY 


Advertising Manager 
44 EAST 23a ST.,NEW YORK 


FREDERICK C. LITTLE i Western Representatives 
FREDERICK E. M. COLE ( Marquette Bldg., Chicago 


New England Representative 


EGERTON CHICHESTER} 
sate Penn Mutual Bldg., Boston 


Linnea 
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COMMERCIAL ART CRITICISM. 


BY GEORGE ETHRIDGE, 


READERS OF PRINTERS’ 
casticism OF COMMERCIAL ART 


The advertisement marked No. 
t occupied in its original form a 
three-inch space in a column two 








“(Pure Nicotine Jrom tobacco.» 
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one quarter inches wide—a 
advertisement and 


and 
small 








Which should have received care- 
ful thought.. It is obvious that 
the character of the illustration is 


INK WILL ACCEIVE. 


41 UNION SQUARE,N.Y. 


FREE OF CHARGES 
MATTER SENT TO MR ETHRIDGE. 


ill-suited to a small space. A pic- 
ture like No. 2 looks much better 
and will catch and please the eye, 
instead of being lost in the shuffle. 
All advertisers should bear in 
mind that the smaller the space 
the more careful thought it re- 
quires. The opposite course is 
generally pursued—if a man is 
going to use a small space he 
seems to think that almost any- 
thing will do, whereas if he is 
going to use a full page he thinks 
it over a long time and makes the 
artist submit a large number of 
sketches from which to choose. 
Now, as a matter of fact, almost 
any kind of a picture will attract 
attention in a full page space, but 
in a little two or three inch ad 








Fortune favors the Brave - but’ 
it takes a lively vcky pair of legs 
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patented flat clasp. 

‘The web 1s pure silk. 

PB AN metal parts of wickel- 

“ge” lated brass. All modern 
“et dealers sell them or we will 
mail a pasr postpard for 25 cents. 


> GARTERS 


CLASP 








much skill is required to produce 
an illustration that will be suit- 
able and effective. 

x * * 


This Brighton Garter advertise- 
ment is not so good as the ad- 
vertising of this concern generally 
is. The idea of using nearly half 
the space in displaying a few 
words of matter is a good idea at 
times, but the manner in which 
it is done in this instance does not 
make it particularly striking; 
neither is what is said very inter- 
esting. Brighton Garters are use- 
ful things—they hold up the 
socks. Would not it be better 
advertising to make that fact plain 
and tell how well they hold the 
socks, and how long they will 
last, rather than to claim that 
they help a man’s legs? The 
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practice of claiming everything in 

sight, and then some more be- 

sides, is a criticism to which many 
advertisements are open. 
* * * 

Here is a half-page advertise- 

ment of the Title Guarantee and 

Trust Company, which is most 





Do You Wish the Safest 
Investment There Is? 
First Mortgage Security on New York City 
Real Eaate Netting 4% per cent. with prin- 
cipal and interest guaranteed, Wite for 
INVESTMENT DEPARTMENT 


‘TILE GUARANTEE ano TRUST 


175 Remsen Street 
Brooktyn 





appropriate. Designs of this 
character are suitable to financial 
advertising and are certainly dig- 
nified enough to suit the most 
critical. 

* * 

The artist who drew the picture 
which forms so large a part of 
this Dupont Powder advertise- 
ment evidently wanted to make it 





poo aia eee = 
“That's what I want—Dupont” 
A sporteman knows that a good bag depends just as much on the evality 
the the tity of game. ve nothing to chance, but see 
Crore Roe hed 


Its uniformity, high velocity, even pare. quick ignition and ject 
combustion are some of the qualities that make it absolutely regular and 
; Always Insist on Shella Loaded with Dupont Smokeless 4 
= wi all jirements Write for i 
@%. B.-DU PONT RIFLE rownans at Bere descriptive 
E L DU PONT DE NEMOURS POWDER COMPANY 
ol WILMING' 














clear that he had been in the 
country and knew exactly how a 
country store looked, and how the 
people looked who frequent it. If 
that was his purpose, he has ful- 
filled it admirably; but he did not 
succeed in constructing a partic- 


ularly good advertisement, There 
is such a tremendous amount o{ 
detail in this picture and so little 
contrast that it looks very tame 
and flat. Broad _ strokes, bold 
drawing and an absence of fine 
lines make a much stronger ad- 
vertisement than a picture drawn 
with so much conscientious fidel- 
ity to every line in every possible 
article that. can be imagined as 
forming a legitimate part of the 
picture. 
—___+o>____— 

St. Louis has a new evening 
paper, the Times, which appear- 
ed April 15, the first issue carry- 
ing practically all the best depart- 
ment store and retail business. It 
is published at Broadway and 
Chestnut street, and is managed 
by Edward L. Preetorius and 
John Schroers, who have made 
such a success of the Westliche 
Post and the Anszeiger Des 


Westens. 


> 
NEWS SUPPRESSION IN PHILA- 
DELPHIA. 


Two years ago Philadelphia was de- 
scribed by a ‘‘muck-raking’’ investigator 
as a “corrupt and contented’”’ city, but 
nothing that Lincoln Steffens wrote at 
that time was half so startling as to con- 
ditions in that municipality as have 
been the developments there following 
the arrest of Benedict Gimbel and his 
attempt at suicide, which terminated in 
his death recently. Gimbel was a 
wealthy merchant of the City of 
Brotherly Love. He was an extensive 
advertiser in the Philadelphia newspa- 
pers. He had relatives who were pow: 
erful in the business, social and _politi- 
cal world in the metropolis of Penn- 
sylvania. When he was arrested in 
New York on a charge of committing 
a nameless crime, when he attempted 
to bribe an officer to release him, and 
when he cut his throat in Hoboken 
after having been liberated on bail, not 
one word concerning his doings was 
allowed to appear in a Philadelphia 
newspaper. No exhibition of abject 
servility to the power of money has 
ever equaled this example in the his- 
tory of the public press of this country. 

ut this was not all. When_ the 
newspapers of other cities containing 
accounts of the transactions of Giimbel 
were placed on sale in Philadelphia, an 
appeal was made to the director of 
public safety—the chief of police- -and 
he issued an order to the members of 
the police force to suppress, as far as 
possible, the sale of these newspapers. 
It was a bold-faced attempt to iuter- 
fere with the liberty of the press that 
was fully as outrageous as any mcthod 
of suppression that has ever been made 
use of by a Russian censor to pi 
the public being informed of the 
dalous doings of the aristocracy or. 
royalty—Newark, WN. rs vening 
News. 
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Ir some of the magazine publishers 
realized how much the advertising they 
are carrying is made effective by the 
daily paper. advertising of local dian 
done at the suggestion of the maga- 
zine advertiser—they would welcome 
news of the increasing prosperity of 
local newspapers—Mahin’s Messenger. 








Advertisements. 


Advertisements in “* Printers’ Ink” cost twenty 
cents a line or forty dollars a page (200 ae) 
for insertion, $10.40 a line inf pil 
per cent di tma 
accompuntes cop: 
and ten per cen 





and order for (--0-4 
on yearly contract Bog 4 


ANTED—An all round job printer who can 
specialize on display composition. Also 
one who can specialize on bow y Armory press 
work. High-grade men of good habits who are 
careful mechanics can secure good paying, per- 
manent positions in a clean up-to-date plant, 
pleasantly situated. Address *‘S.,” Drawer P, 
Cuba, 
, YOUNG MEN AND WOMEN 
of ability who seek positions as adwriters 
and ad managers should use the classified co!l- 
umns of PRINTERS’ INK, the business journal for 
advertisers, por weekly at 10 Spruce St., 
New York. Such advertisements will be inserted 
at 20 cents per live. six words to the line. l’RINT- 
RRs’ INK 1s the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States. 








wholty in 
demanded for an advertisemen tand mane Hg 
double price will be charged. 


WANTS. 


ANTED—linotype composition. 
1,000 ems, — KENTON REPUBLICAN 
Cv., Kenton, Obio 


I WRITE omens, ng, “reas reason-why”’ advertise- 
ments, dress H. P. THURLOW, Kditorial 
Dept. “The World,” Park Row, New York City. 


RAFTSMAN—Mechanical, wanted at once, 

alsoa first class structural and an experi- 

enced architectural man. HAPGOODS, 305 
Broadway, N. Y. 


HE circulation of the New York World, 

morning edition, exceeds that of any other 

morning newspaper in America by more than 
100,000 copies per day. 


V ANTED—Adv. matter to distribute—soap, 

sample copies of yegere. almanues, féod, 
and other her metchand ise. References. G. E, HUB- 
BARD, Sta. A, Gardner, Mass, 


Nv SPAPER POSITIONS open for advertising 
age of successful serene. Str mals 

itions. Write for Booklet 7. 
ar RRALD'S NEWSPAPER MEN'S EXCHANGE 
(estab. 1898), Springfield, Mass. 


DVERTISERS—An Assistant Advertising and 
Catalugue Man, now employed, desires 
ition with retail mail-order or any wholesale 
ouse, cither as Assiatant or Manager. ane 
“VERY RELIABLE,” care Printers’ I 


ANSE seevertaing writer. Communica- 
tion desired with capuble men who are ex- 
perienced in preparation of ater oo] co) y, 
for general advertising agency. address T 
CRAMEICKRASSELT 0. T CO., Milwaukee, Wis. 


66 4 DVERTISERS’ MAGAZINE”—Tae Wesr- 
ERN MONTHLY should be read vy every 

advertiser and mail-order dealer. Best * "School 

of Aavertising” s existence. Trial subscript: 

ten cents. Sample c opy free. THE WESTERN 

MONTHLY, 815 Grand Ave., K ve., Kansas City, Mo. 


Ae BLISHER wants an adwriter to prepare 
copy for advertisers. If yon can say a 
Whole jot in afew words, address “TEC NICAL, ? 
care Printers’ Ink. 


established business in the Central States 
x, suing Farm Books and Newspapers re- 
quire. capital for expansiou and enlargement, 
and is particularly in need of the services of a 
Subscription Expert who can make a cash in- 


vestment. A grey opportunity for a bright 
feane L¥ Address “PUBLISHER,” care of 
nters’ In) 


We \NTED—Clerks and others with common 
, who wish to qual- 
a week and over, to 
new prospectus and 
leading concerns every- 
rc, One graduate fills $8,000 peeve, gaceeey 
$5.00. and any number earn $1,500, The best 
Clothing adwriter in New York owes his suc- 
cess v. ithin a few months to my teachings. De- 
mana rire su) 
GLORG POWELL. Advertising and Ruat- 
hess Capen iit Metropolitan Annex, New York. 


Writer of Advertisements 


wanted by a Philadelphia Advertising 
Agency. Applicant need not have a great 
reputation or much experience, but must 
have ability to see the money-making point 
and put it briefly and vigorously into print. 
Address, sending samples of work, *‘A. P.,” 
Printers’ Ink. 











—_——+or 
DIRECTORY OF NOVELTY MANU- 
FACTURERS. 


GENTS wanted to sell ad novelties, 25% com. 
3 samples, 10c. J.C. KENYON. Uwego,N. Y. 


REMIUM NOVELTIES —-NOT dan Cirecula- 
tion Builders—Whoa! Back Up! For prem- 
iums consult THE a LTY NEWS, illostrated 
monthly, $1.00 a Sample copy, 10 cents. 
Suite “G.,” 95 Fitu ree , Chicago.; 
ee 


HALF-TONES. 


RITE for proofs and prices of 
tones. STANDARD ENGKAVIN 
Ave., and 40tb 8t., New York City. 


NES EWSPAPER HALF-TONES. 
2x3, 75c.; 3x4, $1 ; 4x5, $1.60. 
Dehvered when cash accompanies the order. 
Send for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


Aros or line productions. 10 square 
inches or smaller, detivered prepaid, 75c.; 
Cash with order. All 
Service day and night. 
References farommes: 
Box 815, 


‘ood haif- 
CO., 7th 


6 or more. 50c. each, 
newspaper screens. 
woe for circulars. ee 
ewspaper process-engraver. Oe 
Philadelphia. ba. 


—————__-o>—_—___—— 
ADVERTISEMENT CONSTRUCTORS. 


[ HAVE prepared successful sevectieion cam- 
gns for many lines. My powder is dry 
and my shells cost little. Is your business worth 
advertising! “THE MAN BEHIND THE | GUN, ad 
Billings, Mont. 
I IF YOU ARE NOW RUNNING 
any Newspaper or Trade Journal Advertise- 
ments that are not producing the results hoped 
for, why not act upon this entirely costless su 
gestion! If you will clip out and ‘eo _ a 
“ somehow-don’t-seem-to-catch-on ” verti 
ment, I will send you a suggestion for te better- 
ment’ and quote price for same. I make a 
specialty of treating SMALL SPACES after a fasn- 
ion that unfailingly prevents their being 
“snowed under” by larger and more ambitious 
pelehters. n not remind any advertiser 


- 


shadowed, advertisement is money absolutely 
hrown away. Every one knows th 
0.81. FRA O18 1. MAOLE, 402 Sansom St., Phila. 


BILLPOSTING AND I DISTRIBUTING. 


0 TOWNS and Face yh AD 8.and Canada 
give guaranteed hon cape and dis- 
tributing service th: re of the Asso- 
ciated Billposters and ributors. (nly reli- 
able men, with first-class poe and equipments, 
admitted to membership. Member wanted in 
every town not yet re voaseted. Write for in- 
formation to National Headquarters, CHARLES 
BERNARD, Secretary, Rector Bldg.. ny 





yo 








42 
CARD INDEX SUPPLIES, 


G ET prices on Stock Cards and Special Forms 
¥ from manufacturers. Cards furnished for 
all makes of cabinets. 
Printing Trade. 
STANDARD INDEX CARD COMPANY, 
707-709 Arch St.. vices et Pa. 


Special discounts to 


——-_ +> 
BUSINESS CHA ANCES. 


| RUG stores and positions, U.S. or Canada, 
F. V. KNIEST, Omaha, Nev., US. A. 


y EWSPAPER—Well- equip) ped Printing and 
t Weekly Newspaper Plant; circulation ex- 
ceeding 2,200; go Ohio town; excellent terri- 
and opportunity for expansion, splendid 
ing investment. A Practical Printer who 
will invest $2.000 Can secure an interest and 
complete charge of this established business, or 
will sell outright and contract with buyer for 
our printing. The Plant will invoice about 
$8,000; owner is en, neo in other business. Ad- 
dress “* PUBLICIT _——= Co., Aavertis- 
ing Agents, Philadelphi 


ADWRITING. 
ET me write strong copy for your ads, circu- 
lars or pooklets. Charges reasonable. 
CLARENCE BOSWORTH, Burlington, N. J. 
AD WRITING —LEARN TO WRITE, 
piace and pian profitable advertisi 
three short n:ont Our uniqne method 
is simple, practical, fascinating and 
thorough. Cost but a fraction of any 
Correspondence School and doubly ef- 
fective. Send five (5) two-cent stamps 
for first three complete lessons an other 
valuable information. Or send postal 
for booklet. ENZ, Secretary. Ad 
Writers’ Associs tion, 234 Mint Arcade, 
Philadelphia, Pa. 
PORN CETL ALENT ELLIS AEA ETI ANAT TET 
BOOKLETS 
CATALOGS 


with strong selling force and fine illustra- 
tions; with finish and the character of a 
one-man superintendence, complete from 
your data—we make them and we plan 
selling campaigns with go and originality, 
talking from the BUYER’S point of view. 
Consultation gratis. 


THE CAMERON SELLING 
7S Fifth Avenue, New 


$ 
$ 
$ 
$ 
$ 


SERVICE 
York 











COIN . 4 ILER. 
$2.% R 1,000. For 6 coins $3. printing, 
° ACME COIN ne - Bue ‘ington,la. 


PA TEN TS. 


puasPATENTS that PROTECT 
Our 8 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington. Pb. C. Exatab. 1869. 








MAILING NG MACHINES 
HE DICK MATCHLESS M: MAILER. vi ri and 
ut quickest. Price 314.50. . ENTINE, 
r., 


178 Vermont St., Buffalo. 


PRINTERS. 


7E print catalogues. booklets. circulars. adv. 
matter—all kinds. \\ rite for prices. THE 
BLAIR PTG. Cv.. 514 Main St.. Cincinnati. C. 
tor — 


PRI. NTERS’ SU! SUPPLIES. 


Gordon Press Motors 


just perfected friction drive, variable speed, 
wt and direct current Motors for Gor- 
don and Universal Presses. Variations 100 to 3, 
impressions per hour. Write for booklet “P. Ms 


GUARANTEE ELECTRIC CO., 
Chicago, Ill, 


PRINTERS’ INK, 


SUPPLIES, 


W D. WILSON PRINTING INK CO,, Limited, 
e of 17Spruce St., New York, sell more nm: tg. 
azine cut inks than any other ink house in ‘he 


rade. 
Special prices to cash buyers. 


Qrzce PASTE pre as needed. ‘ry 

Bernard’s Paste Powder; ¢ eangr, better 
and cheaper than muciiage; mix it as nee:ed 
with cold water; 216 carton, enough for }2 
months in average office; mailed poteeia to wny 
address for 60 cents. BEKN ARD, Rector 
Building, Chicago, Il. 





Let us send you a sampie of our 


66 ESSO 99 


ELECTROTYPERS’ MOLDING AND 
POLISHING GRAPHITE, 
Prices furnished gladly. 

THE S. OBERMAYER C0. 
Cincinnati Chicago Pittsburg 











—_— tr — 
COIN CARDS, 


ee 1,000. Less for more; any printing. 
cal THE COIN WRé WRAPPER R Cv.,. Detroit, Mich, 


~~ MEETINGS. 


be annual meeting of the stockholders of 

the Ripans Chemical Compahy, for the elec- 
tion of Directors and Inspectors 01 
be held in the office a the ki 
pany, 10 ey ce St., New Yor 
13, 1907, Rie o'clock noon. 
President. t. 


Hlection, wiil 
ns Chemical Com 
. on Monday, May 
‘CHAS. H. THAYER, 


ee eee 


PUBLISHING ee OPPORTUNI- 


$300,000 


Will buy an excellent 
Publication. Large 
Circulation. Extensive 
Advertising and 

Pays excellent net 

Profit on this amount, 

And is increasing continually. 
Owner’s reason for selling 
Reflects in no way upon the 
Value of the property. 

This property can be 
Disclosed only to 
Principals who are qualified 
To handle a proposition 

Of this size. 


EMERSON P. HARRIS, 
Broker in Publishing Property, 
253 BROADWAY NEW YORK. 
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ENGRAVING. 


COX ENGRAVING CO. 


108 FULTON ST. NEW YORK 
PHOTO ENGRAVING, WOOD ENGRAVING 
DESIGNING PHOTOGRAPHING ,PRINTING 


FOR SALE. 


F )R SALE—Photo engraver has router, cabinet 
saw, Daniels planer for sale. Address Box 
“§..”” Printers’ Ink. . 


For SALE- Goss printing rei prints 4 or 8 
es, 7 or 6 column, at a low figure: in- 
cludes stereotype outfit. *D.,” care Printers’ Ink. 
SOR SALE-—An established mail order month- 
ly. Present owner has other property. 
Don’t write unless yon mean business. Bb. 
WENDT, 715 Hubvard St. Milwaukee, Wis. 


J Size 8 b; 


roller oS 
cash. L. 


JOB PRESS FOR SALE. 

12, foot or power. throw-off. 3 chases, 

ery roller and wrenches for $98 
RAMMES & SONS, Allentown, Pa. 


ADVERTISING AGENCIES. 


W. KASTOR & SONS ADVERTISING COM- 
e PANY, Laclede Building, 8t. Louis, Mo. 


D A. O°"GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 


M\HE IRKLAND ADVERTISING AGENCY. 
Write for Different Kind Advertising Service. 
925 Chestnut Street, PhilaaelpLia. 


IONELR ADVERTISING CO., Honolulu—Cos- 

mopolitan population makes our six years’ 

experience valuable. Newspapers, billboards, 
walls, distributing, mailing lists. 


LBERT *#RANK & Cu., 25 Broad Street. N. Y. 

Generali Advertising Agents. Establishea 

1872. Chicago. Boston. Philadelphia. Advertis- 

ingof ail kinds placed in every part of the world. 
———~>r—__——_ 


PREMIUMS. 
MP HOUSANDS of suggestive premiums suitable 


DISTRIBUTION. 


Mr. Advertiser, 
Can’t You Use it? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States aud Canada like the 
dew. Our Men will Disgribute your Aivering 
Matter an; Le | and to any class of people FOR 
ONE-FOU THE cost. of MAILING. We 
will al The business for you, or, if you 

refer to make your contracts direct with our 

istributors, WE WILL MAIL YOU ure DIS- 

TRIBUTORS’ DIRECTORY FREE. WE GUAR- 

ANTEE AN HONEST DISTRIBUTION, and will 

pay ie for att Bot so Distributed or destroyed. 

E US NOW. See if we can’t do some- 

thing fhe Rang pee noel Publishers’ Com- 
mercial Union and Bradstree! 


NATIONAL DIpTRIBUTING co., 
700 Oakland Bank Building, Chicago, Ill. 
— +o ——_—_—__ 


PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York’ city 
Coated paversa specialty. Diamond 3 ‘perfect. 
Write for high-grade catalogues. 


ADDRESSES FOR SALE. 


Bi age California addresses. Any kind or quan- 
tity. EUGENE N. GRANT, Pasadena, Cal. 


—- 


BOOKS. 


Forty Years an Advertising Agent 


BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the edition (published last 
year) is now offered forsale. About 600 pages. 
5x, set in nn He — with many half-tone 
pea. Clot gola. Price €2 prepaid. 

HE 4 4 “INK PUBLISHING CO., 10 
Spruce St., New York. 


—— 





Increase Your Sales 





for publishers and others from the 
makers and wholesale dealers in jewelry anG 
kindred wi Psy pare list price illustrated 
catalogue treatest book of L kind. 
Published ily. 35th issue now re: ; free 
8. F. MYERS _— nee: and 49 Maiden Lane, N.Y. 


ADVERTISING ‘MEDIA. 
TD 1905 issue of the American Newspaper 
birectory shows that the average issue 
(O.) RECORD in 1904 was 1,150. Aver- 
age i in 1903, 1,138. 


“FROM LEADING NEWSPAPERS,” 
PAGE 128 

Published by PRINTERS’ INK PUBLISHING Co. 

“It seems to be generally conceded that to 
reach the theatrical profession the NEW 
mp K CLIPPER may be of more service to 

advertiser than all of the 78 publications 

Damennall under the head of Music and 
Drama put together.’”’ 

Send for sample copy and rates to 
EUGENE K. ALLEN, 47 W. 28th St., N.Y. 





The Lake County Times 


Hammond, Ind. 


.n Up-to-Date Evening Paper. Two Edi- 
tons Daily. 
fhe advertising di par I f 





ty) 
the Calumet Region. Read by all the pros- 
porous business men and well-paid mechan- 
les in what has been accepted as the 
ogical Industrial Center of America.” 
Guaranteed circulation over 8,000 daily. 








USE 
Silverware 


for Premiums 


SPECIAL QUALITIES, 
PATTERNS, PRICES. 








International Silver Co. 
Factory ‘C,’’ 
Bridgeport, Conn. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, und any other suggestions for bettering this department. 








Preston FAunestock & Co., 
General Merchandise, Hardware, etc. 
Lumber, Grain and Coal, at Osgood, 

lowa. 
GRAETTINGER, Iowa. 
Editor Ready Made Department: 

Dear Sir— 

I am sending you herewith a copy of 
the circular letter we are using—one 
for each of the past few weeks. It 1s 
extremely difficult to get good printing. 
The local paper don’t’ care whether it 
gets the work or not—twice, after hav- 
ing the copy a couple of days, he has 
decided he couldn’t do the work—too 
busy, tho’ he hadn’t another bit of job 
work on hand except 200 dance bills. 
If you don’t give him a chance at it 
then there is the howl about merchants 
wanting the local paper to help fight 
the catalogue house but sending his job 
work out of town. One job sent to 
the Register and Leader, at Ves Moines, 
contained the very error | cautioned 
them against. I’d like to use a few 
cuts—four or five a week—if I could 
get satisfactory arrangements so as to 
get the work out on time. Let your 
criticism be tempered with mercy—Il’m 
responsible only for the copy. 

Very truly yours, 
H. Lestie WILpeEy. 





I don't think any more of print- 
ers than you do, but every now 
and then you do find one with 


almost human intelligence. My 
complaint of the printer is not 
that he makes so many mistakes, 
but that when he says “Thurs- 
day,’ you have to pin him down 
to find out which of several com- 
ing Thursdays he refers to. But 
I have always found him most 
obliging as to promises; all he 
asks is to be told when you want 
the job and he will promptly 
promise it for that day, or even 
to the hour, if you insist. There 
are exceptions, but probably no 
man meets one of them twice ina 
lifetime. However, if you see a 
proof (as, of course, you always 
should), and if the printer cor- 
rects it according to your instruc- 
tions (as he generally does), it is 
up to you if everything is not as 
you would have it. To properly 
criticise the typography of your 
long canned-goods circular would 
use up all the dashes in the print- 





er’s case, but the ornaments are 
“on” you, as probably, are the 
seven or eight different type 
faces, all of a style which may 
have been popular in B, Frank. 
lin’s day. 1 can see how illumin. 
ating oil might, by a stretch of 
the imagination, be classed as 
“canned goods,’ but what sewing 
machines are doing on a circular 
headed ‘Reduced Prices on Can- 
ned Goods” I fail utterly to per- 
ceive, The articles on the ist, 
and their old and new prices, 
should have been set in a bold- 
face type, instead of displaying 
new prices only. And the old 
prices should have been clearly 
stated as “regular prices,”  in- 
stead of “splendid toc. value,” 
“regular roc. seller,” etc., which 
may mean something quite differ- 
ent, The general argument seems 
to be very good. ‘The offers re- 
printed below, the first from 4 
blotter and the second from an 
envelope slip, should be quite ef- 
fective: 





We will give a set of six spoons, 
free, to every customer buying goods 
to the amount of $1 or more, sugar and 
flour is not included. Each- purchase 
should include either a can of our spe- 
cial brand of baking powder at twenty- 
five cents, or twenty-five cents’ worth of 
canned goods—such as Corn, Peaches, 
etc. This offer open until February ist. 


PRESTON FAHNESTOCK & CO. 





We Will Furnish You a 
McCatt Dress PATTERN FREE 
With Every Purchase of Dress Goods 
to the amount of $1.00 or more. 


PRESTON FAHNESTOCK & CO. 

About the best “give away” of 
the give-away scheme is found in 
the paragraph below, from a long 
circular advertising a wide range 
of articles. It is particularly un- 
fortunate in this case, because it 
follows several other premium 
offers: 








We have oatmeal in two styles of 
package. One sells at twenty-five cents, 
and with each package is packe! a 
glass tumbler with four beautiful old 
bands. The other package is the same 
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and same size, but contains, no 
: this we are selling at nine- 





With that exception, and the 
act that there is no display, the 
rious items being divided. only 
by paragraphing, the circular is 
very convincing. It has a frank 
ay about it, as in the paragraph 
eprinted above, and seems to 
ake the reader into the advertis- 
rs confidence. 
* * * 

About nine-tenths of the cata- 
logues, booklets, etc., intended for 
riticism in this department and 
mailed under separate cover ad- 
ressed merely “PrintErs’ INK,” 
let mixed with the mail of other 
epartments or never reach the 
fice. Then the sender wonders 
why no attention is paid to his, 
communication. This service of 
criticism is free to any reader of 
Printers’ INK, whether a sub- 
scriber or not. It does not, how- 
ever, include personal letters of 
criticism, nor the following up of 
printed matter not properly ad- 
dressed and enclosed.- Therefore, 
I must ask, once more, that all 
printed matter submitted be en- 
closed with the letter requesting 
criticism and addressed plainly 
“Ready Made Ad _ Department, 
Printers’ Ink, 10 Spruce _ street, 
New York,” And this seems an 
appropriate time to say (also 
once more) that I cannot under- 
take to return specimens submit- 
ted, even when return postage is 
enclosed. As somebody - said, 
“There are ninety-eight reasons 
for this, all of which are em- 
braced in the first,” which is that 
the matter (especially booklets 
and circulars) often has to be 
mutilaied more or less in prep- 
aration for the printer, and when 
I don’t mutilate it the printer 
does. The thing to do is to send 
duplicate copies, retaining the or- 
iginals in your own files, 


Shoe Information. 
phia Bulletin. 





Pumps Will 
Be Worn 


more, by men, this Summer, 
with evening 
they’re a great rest. 

td eather with fuil 
dress; dull black with din- 
ner clothes—but the cut, and 
style must be just so to be 
right. 

There’s but one place to 
be certain of both—at $5 or 
$6—Steigerwalt’s. 


STEIGERWALT’S, 
1004 Chestnut Street, 
Philadelphia, Pa, 


clothes — | 





Seasonable. 





Heywood 
Reclining 
Go-Cart. 


A fine vehicle; made for 
service; rubber tires; steel 
wheels; brass hub caps; foot 
brake; metal parts enameled 
in green. body of reed, 
strongly made. 


$5. 
The mien en of this 


cart is $9. This is an il- 
lustration of money saving 
—as you will find it all 
over the Kurtz Stores. 

If Kurtz says it—it’s true, 


HARRY .. KURTZ, 
622, 624, 626, 628 and 630 
Girard Ave., Cor. Marshall 

Street, 
Philadelphia, Pa. 
Open Friday and Saturday 
evenings. 





From the Houston (Tex.) Daily 











The Proper Thing 
for a Young Man 


of good taste and moderate 
means. 
Dandy Bike Wagon, $100. 
Recess bike axles, long- 
distance dust-proof pattern, 
Bradley shaft couplers, band- 
ed wood hub, padded dash, 
full spring cushion, blue 
broadcloth — seat trimmings, 
best grade cushion rubber 
tires. A bargain at $100, 
MOSEHART & F mnie 
COMPAN 
Franklin and te St., 
Houston, Tex, 
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From the Philadel- 
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WueEELiInG, W. Va. 
Editor Ready Made Department: 

As a reader of Printers’ INK, 
take the liberty of enclosing a few ads, 
which I furnished the Locke Shoe Co., 
for criticism. Yours very truly, 

Percy Fassic. 





There seems to be nothing in 
these ads to call for any special 
comment. They are strong and 
pleasing, from a_ typographical 
point of view, but are merely con- 
ventional in other respects and 
are particularly lacking in infor- 
mation. This one, for instance, 
tells only what almost every- 
body knows, and, barring the 
firm name, is as good an ad for 
any competitor: 





DO YOU KNOW 


a Canvas Oxford is a cool proposition 
—just the thing for warm weather. 

We have relveshingty cool Canvas 
Oxfords for everybody—from sizes for 
men and women to the tot which is 
getting its first try-out; for the young 
- > and miss, and for the boy and 
ir 

Cool feet are refreshing to the body. 
Let us fit you with a comfort-giving 
shoe. 

You will find our prices like our 
shoes—decidedly correct. 


LOCKE SHOE CO., 
1217-19 Market. 1043 Main. 





Everybody knows that Oxfords 
are cooler than high shoes—that 
they are warm-weather shoes and 
all the rest of it. It may be well 
enough to remind people of these 
facts, but it’s a waste of space to 
dwell on them. Any live shoe 
store is expected, under normal 
conditions, to have all the popular 
styles in a full line of sizes, and 
there is nothing in this ad to in- 
dicate any scarcity of canvas Ox- 
fords. “Decidedly correct” prices 
is an empty phrase. It may mean 
a great deal and’ it may, as is 
more often the case, mean noth- 
ing at all. Everybody who can 
read, can read figures, and while 
they are not proofs of quality, 
they are far more satisfactory 
than mere generalizations about 
prices. And, going back to the 
beginning, the headline is very 
weak. “Do you know” fails to 
suggest any particular line of 
thought. “Canvas Oxfords,” ‘“Re- 
freshingly Cool,’ “Cool Feet, 
Cool Head,” are any one of a 
thousand and one other phrases 





that will occur to you almosi au. 
tomatically would start the cus. 


tomers thinking apparatus along 


the right lines from clear across 
the page. The thing to put into 
an ad,. especially an ad which js 
intended to lead to direct, imme. 
diate sales, is information; jug. 
gling words cannot take its place, 
If you can find anything tangible 
in this ad, beyond prices and the 
statement that the shoe is Union 
made, a prize awaits you: 





“SECURITY”’—THE LEADER THAT 
LEADS. 

For a bang-up good shoe no man 
need look farther than our Security 
he gets his money’s worth in every 
air. 

It’s the ege of excellent  shoe- 
making—it ars the Union Label. 

The Security needs no breaking in— 
it fits. 

Men who know wear the Security. 

Price $3.50 and $4. 

LOCKE SHOE CO., 


1217-19 Market. 1043 Main. 





Interesting, but the Average Buyer of 
a Washing Machine Wants to Know 
What the Machine Will Do, Why It 
Is Better Than Others, Etc. From 
the Washington (D. C.) Evening 
Star. 


Ay! There’s 
The Rub. 


To scrub or not to scrub, 
that is the question. 

Whether ’tis better with 
hands to suffer the stings 
and blisters of a wash-board, 
or take cash and buy a 
Washing Machine and end 
the everlasting rub-a-dub- 
dub. 

’Tis a consummation often 
wished, but perchance a 
dream. 

Who would take in the 
wash that made us grunt and 
sweat under a weary day, 
but that the dread of clothes 
thieves after dark makes us 
rather bear the extra work 
than take chances of losing 
them. There’s a relief from 
wearisome troubles and work 
at Morsell’s, where such ma- 
chines are sold as the Ma- 
jestic, that clears away the 
gloom of labor and makes 
Monday a day of song in- 
stead. Easy running; guar 
anteed. Price, $7. 


MORSELL’S HARDWARE 
STORE, 





1105-7 7th Street, 
Albert L. Johnson, Prop., 
Washington, D. C. 4 
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Boston “TRANSCRIPT,” 

324 Washington Street, 

Boston, March 19, 

Editor Ready Made Department: 

Dear Str—Kindly allow me to call 

your attention to the enclosed, as a 

curiosity in the line of advertising, 

which appeared in the Worcester 
(Mass.) Yelegram of March 18th. 

Yours respectfully, 

Freo W. 


1907. 


Youne. 





I suppose it is not quite fair to 
find fault with a thing like this 
on technical, grounds, but am 
ready to gamble a whole week’s 

against a green trading 
stamp that rum had absolutely 
nothing to do with the various 
and sundry carryings-on and do- 
ings referred to. Observation, 
mind you—observation—has led 
me to the conclusion that rum is 
not a particularly popular kind of 
booze, and I often wonder why 
the temperance orator does yon 
show greater familiarity with, 


the enemy he is fighting. 
course, no other intoxicating bev- 
erage could so readily be turned 
into murder as red rum, but, 
probably, only a very. small. per- 
centage of the murders due to 
drink have been due to rum. Per- 
haps it is the color which is ob- 
jected to. That could easily be 
changed, no doubt. Seriously, it 
seems little short of ridiculous for 
an advertiser to hitch his product 
o the tail end of such an argu- 
ment. If he chooses to waste his 
ubstance in such ineffectual at- 
tempts to “down the demon,” that 
is his own private affair, but he 
should use another space to tell 
bout his product, unless i 


tell something 
How is any- 


bout that product. 
body to know from this ad what 


‘Paine’s Farm Products” are: 
Vhat are they “guaranteed” to 
e or to do? “Full weight, full 
easure, full value” of what? 
olitics, religion and the liquor 
uestion are pretty good things— 
0 let alone in advertising. 
RED RUM! 
Transposed Spells 
MURDER! 
the sale of Red Rum and 
murder and all the other 





License 


TESTIMONIES: 
re Nesbit Thaw. 
A glass of Red Wine. 





She drinks it. 
Becomes unconscious, 
Is ruined 
Murder results, 
The General Slocum is on Fire! 


A 


boy rushes into the bar-room of the 
steamboat where the mate is drinking 


at the bar, and cries Fire. 


The mate 


dashes out and grabs a bag of charcoal 
and throws it upon the crackling flames. 


All he knows, 
with Rum. 
the sale of this Rum? 


His brain is befuddled 
Who was it voted to License 
Did You? And 


will You Vote again soon to License the 


sale of more Rum? 
others do. 
about it? 
case, send stamp for full 
Paine’s 


Never mind what 
What are You going to do 
If interested in the Cochran 
articulars. 


Farm Products always and 


torever fully Guaranteed. That means, 
Full Weight, Full Measure, Full Value. 
Never Undersold. 


You urs for No License, 
ANCIS LUMMIS PAINE, 


Chasties City, Mass. 





One of the Strongest Appeals a Sav- 


A 


ings bank Can Make. From the 


Milwaukee Journal. 


$1,516.06 


is enough to give your child 
a start in life. This can 
be accumulated by parents 
depositing $1 each week dur- 
ing his. minority in our 
bank. Most children, know- 
ing that a bank account 
has been started for them, 
will make continuous effort 
to add to the amount of 
their savings—thus accumu- 
lating a fund which later 
will enable them to start in 
business well equipped for 
success. Open an account 
at once—$1 is enough—we 
pay 3 per cent interest com- 
pounded semi-annually. De- 
posits made on or before 
April 5th will bear interest 
from April 1st. 


MERCHANTS’ AND 
UFACTURERS’ 
Southeast Corner Grand 
Ave. and Second St., 
Milwaukee, Wis. 





MAN- 
BANK, 





Plausible 


Argument. From 
Leavenworth 


(Kan.) Times. 
Headache Habit. 


There’s habit in human 
ills. The nerves that throb 
once will throb easier again. 
If headaches are neglected 
their tendency is to come at 
more frequent intervals, 

Fritsche’s Headache Pow- 
ders cure headaches in a 
few minutes, and every cure 
is a step toward permanent 
banishment of the affliction, 
This remedy contains no 
opiates, can’t harm and has 
given universal satisfaction. 
Ask for them. 

FRITSCHE, 
Leavenworth, Kan. 

















48 


Do you know why acir- 
cus manager can seat 
more people in his tent in 
Allegheny than in Mil- 
waukee ? 

Do you know why ared 
flag floats over the cook's 
tent on the circus ground? 

Do you know why, 
when the elephants en- 
ter the ring, each beast’s 
trunk is attached to the 
tail of the elephant in 
front ? 

Do you know what ani- 
mal is the most intelli- 
gent, which the least in- 
telligent, which the most 


affectionate, which the | 


most dangerous ? 
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SIDE LIGHTS 


of the 
CIRCUS 


By 
Frank G. Patchin 


Answers to these ques- 
tions and a lot of other “in- 
side” information is given 
in an article entitled “Side- 
lights of the Circus,” which 


; i< sup) this 
article will be read with in- 
terest by every reader of 
our May issue? 

We know it will. 

t is ause SPARE 
MOMENTS contains LIVE 
articles that it is read from 
cover to cover, and explains : 
its remarkable powers as an = — 
advertising medium. 


The Neal Biscuit Co., of Syracuse, N. Y,, write: “SPARE MOMENTS has given us better 
results than any other Magazine that we bave used. It is greatly superior to mail order 
papers. We have received over $1,500 in money from it. It is still bringing both replies 
and money. The money is coming in at the rate of nearly $100 per month.” 








Bretton sé Rice, of Columbus, Ohio, write : “*We consider SPARE MOMENTS the best 
t 


Magazine that we are advertising in. The results that we have received up to the present 
tine have paid for the ad many times over and we are still getting replies. We will place 
a contract with you for a year in a short time.” 


The Cleveland Vapor Light Co., of Cleveland, Ohio, write: ‘In your December, 196, 
issue we ran a 21-line advertisement of our Vapor Light Lamp, and we are pieased to report 
that the one-time ad bronght us 61 replies and quite a number of actual sales, some of 
which are being negotiated now. e consicer this a very satisfactory showing and we 
intend using the columns of SPARE MOMENTS again in our next appropriation.” 


Let’s Get Acquainted 


You lose money every time ‘‘SPARE MOMENTS” goes to press 
without your advertisement in it. 


It’s to your interest therefore to know more about SPARE MOMENTS. 

If you will sien and mail the coupon below we will mail a complimentary copy of 
SPARE MOMENTS to your home, is will afford you an qpportenky to become ac- 
— — the paper and find out how it is appreciated by the members of your own 

ousehold. 








. 


Publisher SPARE MOMENTS, Rochester,N. Y. 
Pease send SPARE MOMENTS complimentary to the following address: 


Name 
Home Address 


I am connected with 














In the capacity of 




















